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Rough Proofs Pick Williamsport, 


New York newsdealers thought 
the battle headlines were getting a 
bit too dull for good business, so 
they started a little war of their 
own. 

. = ¥ 


There’s a shortage of tapioca be- 
cause the Postoffice needs it to make 
glue for postage stamps. Why not 
advertise the pasters with the six 
delicious flavors? 

vv" 

Chicago’s new daily, it is re- 
ported, will adopt the slogan, “An 
honest newspaper.’ The other pub- 
lishers breathed a sigh of relief be- 
cause the adjective wasn’t “the.” 

+2. ¥ 

Gov. Green of Illinois, who is be- 
ginning to hear the buzzing of a 


Presidential bee, knows just how 
the National League entry in the 


world’s series feels about this time 
of the year. 


yy 

The only disadvantage of being a 
defeated candidate for the Presi- 
dency is that the movie magnates 
insist on handing you $100,000 fees 
to represent them at Senatorial 
hearings. 


oie; 2 

Two months ago the motor man- 
ufacturers were worrying because 
they were going to make as little 
50 per cent of 1941 produc- 
tion. Now they're worrying about 
whether they can sell as much as 
50 per cent. 


as 


vi v 
Gladys the beautiful reception- 
ist says that advertising salesmen 


can be divided into two classes: 
those who could have been preach- 
ers, and those who should have 
been bartenders. 


vgy¥eey’? 


New York has a new coach ad- 
vertising company, which ought to 
be good news for eminent practi- 
tioners like Frank Leahy, Clark 
Shaughnessy and Lynn Waldorf. 

v 


vy 


Another one of those remarkable 
researches shows that 61 per cent 
of motorists have car radios, and 
that 41 per cent listen to them. The 
rest drive in heavy traffic with their 
Windows open. 

v 
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“Already,” moans Paul Willis, 
‘the food industry is in the middle 
fa gigantic squeeze play.” 

Originated, no doubt, by the Cali- 
fornia Fruit Growers’ Exchange or 
the Now York Yankees. 

’ 


’ 


Now that manufacturers are be- 
{nning to have a faint glimmer of 
Ww the priorities system works, 
‘ey’re going to shift to allocations. 
The defense game mustn’t be made 
"0 easy for the beginners. 

7 


, 7 


San my the space hound says the 
Sigges: disappointment in life is to 
aend a stag party where you don’t 
"€ anvthing but the stags. 


Copy Cus. 


Detroit for Trial 
‘Consumer Centers’ 


Advice on Buying, Rents. 
to Be Given Consumers 
by New Agencies 


[Editor’s Note: That the con- 
sumer movement is far from a dead | 
issue, and that advertising and busi- | 
ness interests are becoming more 
and more alarmed by the implica- 
tions of governmental attitudes 
toward advertising, became appar- 
ent last week as the government 
announced the establishment of 


|“consumer information centers” de- 


scribed below, and as the News- 


|paper Advertising Executives Asso- 


ciation, the Engineering Advertisers 
Association, National Association of 
Food Chains and other groups all 
heard discussions of governmental 
regulation and threatened regulation 
of advertising. The subject cropped 
up at every one of the many meet- 
ings held in Chicago in connection 
with ABC Week, and details are 
given in connection with the reports 
of these meetings in this issue. | 


Washington, D. C., Oct. 14. 
Uncle Sam’s effort to give the con- 
sumer movement a shot in the arm 
gathered impetus today with the 
selection of Detroit and Williams- 
port as sites for experimental ‘con- 
sumer information centers.” The 
function of these centers will be 
to provide informational material, 
advise local consumer groups on 
buying problems, and receive com- 
plaints on prices and rents. 

Harriet Elliott’s consumer divi- 
sion of the Office of Price Admin- 
istration is sponsoring these centers 
and assisting local groups in estab- 
lishing them. The plan is to use 
these centers in coordinating all 
government consumer information. 
Nine federal departments and agen- 
cies in addition to OPA participated 
in discussions which led to adoption 
of the information center program. 

Miss Elliott, OPA associate ad- 
ministrator and consumer division 
chief, says the need for such service 
to consumers increasing daily. 
“The responsibilities and the prob- 
lems of the American consumer are | 
becoming greater day by day,” she 
declared. “These responsibilities | 


| 


is 


can be carried out and these prob- 
lems met in the democratic way | 
only by an informed citizenry. In| 
each community American consum-_| 
ers must be equipped to perform 
their functions as economic citizens.” 


One fer South 


Centers at Detroit and Williams- 
port will be opened shortly, along| 
with one in the South whose locale 
is yet to be selected. The consumer 
division, however, envisages a net- 
work of such offices and has pub- 
lished a bulletin telling local groups 
how to create them. The bulletin 
discusses administrative policies, 

(Continued on Page 35) 
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AT ABC MEET 


Mason Britton, McGraw-Hill Publishing 
Co. and OPM official (left), and Marco 
Morrow, Capper Publications, talk cur- 
rent problems at the 28th annual ABC 
sessions in Chicago last week. 


Rowe Asks Defense 
Business; $35 Ad 
Fund Turns Trick 


Belleville Manufacturer 


Newspaper Visualization 


Plan Approved by ABC 


Stay Away from 
Qualitative Work, 
Roden Warns ABC 


Credits Sales Letter with 


Huge Success 


By IRWIN ROBINSON 


New York, Oct. 15.—This 
story of a $35 advertising invest- 
ment that appears to be producing 
more than $1,000,000 in directly 
traceable business. That’s news at 
any time, but the unique experience 
described to ADVERTISING AGE this 
week by Rowe Mfg. Company, 
maker of cigaret and candy vending 
machines, is even more notable for 


the manner in which it emphasizes | }jshing 


the adaptability 
all circumstances. 

Like many another manufacturer 
producing goods that falls into the 
category “non-essential to defense,” 
the Rowe company peered into the 
future realistically and observed 
that metals needed for vending ma- 
chines face stringent curtailment. 
The metal-working facilities in its 
modern plant at Belleville, N. J., 
keep 200 employes occupied and 
Rowe officials came to the conclu- 

(Continued on Page 38) 


of advertising to 


is the) 


Officers and Directors 
Re-elected; Add 
Keeney to Board 


Chicago, Oct. 17.—The newspaper 
visualization plan, developed by a 
committee of newspaper members 
;in cooperation with representatives 
| of the advertiser and agency divi- 
sions, was approved by the board 


ANA Head Deplores of directors of the Audit Bureau of 


Defense of Advertising Circulations at the annual meeting 

) iS | here today. 
er 02e The program submitted by the 
|}newspaper cOmmittee and dis- 
Chicago, Oct. 16. tributed in advance of the meeting 
advertising does not went through with only one minor 
and does not merit it change: the single day’s draw which 
a thing apart, instead of alis the basis of the audit report for 
vital tool in the whole system of newspapers will continue to be re- 
distribution, and that to maintain | yised on a percentage basis based 
its position as such a tool advertis-|on the entire 12 months period, 
ing must eliminate waste and frills, rather than on ae three-month 

H. W. Roden, 

president of Har- 


Asserting that 
need saving 
if considered 


as as 


| period, as suggested in the original 
|draft of the plan. 


old H. Clapp, As a result of the new system, 
Inc., and chair- | the following major changes will be 
man of the board |incorporated in newspaper reports 
of the Associa- | hereafter: 

tion of National 


Advertisers,  to- Major Changes 
day staunchly 
endorsed the 
quantitative ac - 
tivities of the 
Audit Bureau of 
Cireulations and 
decried any at- 
tempts to saddle 
the ABC with qualitative functions 

Speaking before the annual meet- 
ing of the ABC, Mr. Roden declared 
that the work of the ABC in estab- 
quantitative yardsticks in 
the circulation field is too often 
taken as a matter of course, but that 
does not make it any less valuable 


Gross distribution for one day 
will be adjusted by applying a per- 
lecentage of increase or decrease for 
the year’s average, but instead of 
'determining this increase or de- 
crease in a lump sum, separate per- 
centages applying to city zone, re- 
tail trading zone, and “all other” will 
be used. In other words, if the one 
day’s draw 2 per cent greater 
than the average for the city zone, 
the figure for that zone will be ad- 
justed by using the 2 per cent form- 
ula. If, on the same _ statement, 
the single day’s draw for the retail 
|trading zone differs from the aver- 
j}age for that zone by 5 per cent, a 5 
|per cent adjustment wil be made in 

“It seems to me,” he said, “that the 'the figures for that zone. Hereto- 
function of the ABC always has | fore, the difference for all zones has 
been and always should be to pro- | peen lumped together, and a single 


H. W. Roden 


IS 


Two Separate Functions 


” 


vide a valid, authoritative, unim- | percentage figure has been used in 
peachable quantitative measurement | making the adjustment 

of circulation. This a service 
which is indispensable. . 


1S The number of occupied dwelling 


. It is one/units in each county, town and 
of the most effective and economical | other political subdivision covered 
(Continued on Page 35) 


Last Minute News Flashes 


Margarine Makers Ready Advertising Campaign 
French Lick Springs, Ind., Oct. 17.- 
of America, which, with the exception of Best Foods, Inc 
National Margarine Institute, were understood to have given final ap- | 
proval, in principle, to a national cooperative campaign (ADVERTISING AGE, 
Aug. 4) at a two-day session which ended here yesterday 
which will be directed by Leo Burnett Company, Chicago, will be the 
fruition of several years of effort to organize an industry campaign. 


Webster Expands “Long Lean” Cigar Campaign 

New York, Oct. 17.—Newspapers in 33 cities from coast to coast will 
carry Webster Cigar’s new fall campaign, representing a substantial in- 
crease over last year’s $50,000 budget. 
“proved popularity” with figures citing sales increases that run far ahead 
Layouts will follow the “long-lean” 


of the industry’s upward trend. 
pattern introduced three years ago. 


Falvey Joins Tucker Wayne, Atlanta Agency 


Atlanta, Oct. 17.—T. E. Falvey, formerly vice-president of Campbell- 
Ewald Company, New York, has joined Tucker Wayne & Co 


by the newspaper’s circulation (25 
| copies or more) will be shown on 
the report, along with the circula- 
tion in those areas. 

An adjusted figure for circulation 
in each county will also be shown. 
Leading margarine manufacturers | Optional Provision 
, comprise the 

In addition to supplying the 
above information, newspapers will 
now have the option of breaking 
down such counties as they may 
elect into townships or minor civil 
divisions for which occupied dwel- 
ling unit figures are available, as 
well as incorporated cities and vil- 
lages. 

Putting of the plan into full effect 
hinges, of course, upon the avail- 
ability of occupied dwelling unit 
figures for each territory. 

The ABC also voted to ratify and 
approve the action of the board of 
directors in establishing a retire- 
, Atlanta|ment and disability plan for em- 


The drive, 


Weekly insertions will stress 


N. W. Ayer & Son is the agency. 


agency, in an executive capacity. Mr. Falvey at one time headed his own| ployes and former employes of the 
agency in Atlanta, and later was national sales manager for Cities Service. | Bureau. This action followed unani- 


John Cohane Joins Blackett-Sample-Hummert 


Chicago, Oct. 17. - 


Maritime Commission Starts Newspaper Campaign 
Washington, D. C., Oct. 17.—The U. S. Maritime Commission today re- 

leased newspaper copy in New York and other Eastern cities in its first) @ Co: E. 

test campaign, calling for merchant marine cadets. , 


is in charge. 


John P. Cohane, formerly with Sherman K. Ellis|newspaper session, it was moved to 
& Co., has joined Blackett-Sample-Hummert as an account executive. 


. 
}mous approval of the plan by five 


|divisions of the Bureau. In the 


|defer consideration of the plan. 

The pension plan will be admin- 
| istered by a special board composed 
\of D. D. Richards, Sears, Roebuck 
| Ross Gamble, Leo Burnett 
Kenyon & Eckhardt|Company; E. R. Hatton, Detroit 
| Free Press; James N. Shryock, man- 
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aging director; and J. C. McNabb, 
ABC attorney. 

The only other resolution intro- 
duced at the closing session today 
by the resolutions committee, 
headed by H. H. Kynett, Aitkin- 
Kynett Company, Philadelphia, 
thanked the officers, directors and 
staff of the ABC “for the very ef- 
ficient operation of the Bureau dur- 
ing the past year.” The resolution 
covering the visualization plan also 
expressed special thanks to the 
newspaper committee headed 
Edwin S. Friendly, New York Sun, 
for successfully completing 
on this important question. 

Speaking from the floor 
closing session, J. C. 
Southwest Insurer, Dallas, moved 
that the board give serious 
sideration to the streamlining and 
simplification of the publishers 


at the 
Leissler, 


statement, and to streamlining and 


dressing up the audit report, par- 
ticularly by using a better grade of 


paper. This resolution was also 
adopted. 
Aldrich Retires 
All directors whose terms ex- 


pired were re-elected, with the ex- 
ception of Paul I. Aldrich, National 
Provisioner, who retired because of 
ill health, and whose place was 
filled by the business paper division 
with Frank P. Keeney of Chicago, 


by | 


action | 


con- | 


publisher of Heating, Piping and 
Air Conditioning and American 
| Artisan. Re-elected directors were: 
Advertisers: P. L. Thomson, West- 
ern Electric Company; G. R. 
Schaeffer, Marshall Field & Co.; 
Vernon D. Beatty, Swift & Co.; 


James O. Carson, H. J. Heinz Com-| 


pany; Eben’ Griffiths, Socony- 
Vacuum Oil Company; and John H. 
Platt, Kraft Cheese Company. 
Agencies: H. H. Kynett, 
|Kynett Company; and B. C. Duffy, 
Batten, Barton, Durstine & Osborn. 
Farm papers: Fred Bohen, Suc- 


cessful Farming. 

Magazines: Phillips Wyman, Mc- 
Call Corporation. 

Newspapers: E. R. Hatton, De- 


troit Free Press; Verne E. Joy, Sen- 


tinel, Centralia, Ill.; Harry S. 
| Webster, Sun and Telegram, San 
Bernardino, Cal. 


Officers Re-elected 


At a meeting of the newly-elected 
board immediately following the 
close of the convention this morn- 
ing, officers of the Bureau, headed 
by P. L. Thomson, Western Electric 
Company, New York, were re- 
elected. 

In his annual report, Mr. Thom- 


Aitkin- | 


son revealed that for the third suc- | 
cessive year the organization has hit | 
a new membership peak, the total | 
now being 2,093, a gain of 44 for the | 


year. 
year, when expenses slightly ex- 
ceeded income, financial operation of 
the Bureau this year left $22,846 for 
addition to reserves. 

The increased force of four trav- 
eling auditors has been a factor in 
speeding up audits, he said, and 


field tests to improve the method of | 
by | 


making outside investigations 
employing outside organizations has 
proved their value in speeding up 
work in some cases. Mr. Thomson 
gave his hearty endorsement to the 
newspaper visualization plan, and 
also revealed that a revision of the 


magazine audit forms has been| 
| worked out and adopted by the | 
board effective Jan. 1, with the} 


hope of giving buyers pertinent in- 
formation about magazine circula- 
tion “in a much clearer form.” 

The membership now includes 
247 national advertisers; 30 local 
advertisers; 65 full service adver- 
tising agencies and 67 getting asso- 
ciate or duplicate service; 1,040 
newspapers; 93 weekly newspapers; 
222 magazines; 55 farm papers; and 
272 business papers, his analysis 
showed, 


Adopt New System 
At the newspaper departmental 
yesterday the major change in Bu- 
reau rules—the newspaper visual- 
ization plan—had relatively clear 


*NO OTHER MAJ 


| $0 GREAT A PROPORTION OF SALES ie 
gerne \ 


IN ITS RETAIL 


Almost half of Pittsburgh's combined City and 
Suburban sales volume is done in the Retail Trad- 
ing Zone. Contrast this ratio with the similar- 


sized cities of Cleveland, 


and you'll understand why Pittsburgh is indeed a 
Unique MORNING NEWSPAPER Market! 


PITTSBURGH 


6 Entire Counties 


CLEVELAND 


7 Entire Counties 


DETROIT 


6 Entire Counties Excluding Conada 


ST. LOUIS 


8 Entire Counties 


oa 


PITTSBURGH 


sa? 
== 8 


a unique MORNING NEWSPAPER market 


OR MARKET HAS 


TRAD 


Detroit and St. Louis 


ree ee 


RETAIL SALES 


etail Trading Zone 


A.B.C. City Zone 


59% 


33°/. 


67°. | 


79°/. 


82°/o 


The Post-Gazette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Pittsburgh Post-Gazette 


REPRESENTED gn BY PAUL BLOCK AND ASSOCIATES 


OWE OF AMERICA'S GRE 


AT MARKETS 


ONE OF AMERICA’S GREAT NEWSPAPERS! 


In contrast to the previous | 
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DELAYED 
DELIVERIES 


Poster used by J. W. Bostwick, manager, 
air conditioning division, Fairbanks, 
Morse & Co., Chicago, for explaining to 
irate customers why deliveries are 


delayed. 


although much time was 
Almost all 


sailing, 
spent in its discussion. 


point of adjusting the single day’s 
figures for which the audit is made 


months of the period covered. Pre- 
viously this 


was pointed out that for new spapers | 
whose audit year ended Sept. 30, 
an adjustment on the basis of cir-| 
culation for the three months of 


_ tion during the year, and the group 
thereupon discarded the suggested 
prvoens month figure in favor of the 
12-month system. 

The newspaper group also adopted 
a resolution urging that in cases 
where an audit report is held up 
more than four months past the end 
of the audit period because of a 
special investigation, the publisher's 
statement for the period following 
that covered by the audit report 
shall not be released until three 
months after the results of the in- 
vestigation have been released; ex- 
cept that, if the investigation shows 
no unreasonable discrepancy, the 
publisher’s statement for the next 
period shall be released without 
being held up. 

Business Papers Meet 

The business paper division 
|heard James O. Peck, McGraw-Hill 
Publishing Company, assert that 
paid circulation media should not 
knock free circulation, should sell 


should emphasize the values which 
each publication possesses. 

Resolutions adopted by the busi- 
ness paper division included a rec- 
ommendation that the ABC permit 
occupational analyses of unpaid 
circulation and that the rules on 
term subscriptions in bulk and bulk 
single copy sales be changed to 
classify this circulation as paid in 
excess of the percentages now per- 
| mitted. These resolutions were sub- 
mitted by M. J. Baker, Michigan 
| Roads and Construction, and John 
'C. Leissler, Southwest Insurer, 
| spectively. 


Adds Charles Roever 


Charles S. Roever has joined the 
| Eastern sales staff of Flying and 
Popular Aviation, with headquar- 
| ters in New York. He was formerly 
| on the advertising staff of Industrial 
and Engineering Chemistry and 
Chemical Engineering Catalog, New 
York. 


of the discussion centered on the) 


to the average for the last three! 


adjustment has been| 
made for the entire 12 months. It) 


July, August and September would | 
‘not give a true picture of circula-| 


readership rather than numbers, and | 


re- | 


————e 


ON. Y. Newsdealers, 
Publishers Meet 
to Discuss ‘Strike’ 


| New York, Oct. 17.—St 
|newsdealers and representati 
‘eight New York newspapers 
/vened this morning for their fre 
joint conference aimed at s 
| the dispute that flared into the 
last Sunday when an estimated j9 
per cent of the city’s 15,000 new 
stands launched a boycott 


cing 


Nst 
the Herald Tribune, Journal-A »)or;. 
can, Mirror, News, Post, Sun. nes 
and World-Telegram. 

Despite the fact that they a reeg 
to confer through Arthur Myer 
chairman of the state mediation 
board, the publishers indicated they 
|would continue their insistence oy 
,an end to the boycott as a pre|imi- 
/nary to discussing the chief iss je— 
|prices paid by dealers and a \ow- 
ances on unsold copies. The “st; ke” 


was called by a local of New ~ale 


ers Federal Labor Union (AFL) 
but publishers have adhered to the 
viewpoint that the newsstand op- 
erators are independent merc!) ints 


and not employes of newspapers, 
Thus, at today’s meeting union of- 
ficials will sit in as “advisers” to 
the newsdealers. 

Lose on Unsold Copies 


| On some evening newspapers, 
‘dealers charge, they lose 85 cents 
|on every hundred unsold copies, for 
which they pay $2.35 but receive 
only $1.50 for returns. Among the 
|dealers’ demands are full credit 


on 
unsold papers; 40 per cent profit 
on each dollar turnover; elimina- 
tion of “delivery and _= service 
charges,” estimated at 3 to 5 per 


cent; and elimination of alleged co- 
ercion by route men and inspectors. 

Although publishers agree that 
the boycott has resulted in circula- 
tion losses, no official figures were 
available today. Estimated drops 
ranged from 10,000 to 60,000 copies 
daily for some papers. The “strike” 
is confined to stands in Manhattan, 
Bronx and Brooklyn, with Queens 
and Richmond unaffected. 


York Ice Combines 


Advertising, Promotion 

York Ice Machinery Corporation 
has combined its advertising de- 
partment, formerly located in New 
York, with the sales promotior 
department located at factory head- 
quarters in York, Pa. Anker Win- 
ther, assistant general sales man- 
)ager, will be in charge of the new 
department. 

Frank Chalmers, who former)) 
handled advertising exclusively 
been transferred to New York in an 
advertising and _ sales promotion 
capacity. J. L. Rosenmiller, sales 
promotion manager, will head 
new accessory equipment and main- 
tenance department, organized 1D 
line with the current defense trend 


to “repair rather than replace’ 

industrial equipment. 

Fawcett Names Bailey 
Mary Bailey has been appointed 


beauty editor of Fawcett Publica 
tions, New York. She was former 


assistant beauty editor and was pre- 
viously with Lennen & Mitcne! 
New York, in charge of cosmeti 
research. 


Closes Agency a 


Donald B. Foresman has 
Foresman Associates, New Y0rs 
and has joined Sheldon, ‘tors 


Hutchins & Easton, transfer! 
accounts to that agency. 
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ADVERTISING AGE 


“Betwixt the lakes of Ontario and Erie, there is a vast and 
prodigious Cadence of Water which falls down after a surprising 
and astonishing manner, so much so that the Universe does not 
afford its Parallel.” FATHER HENNEPIN —Early explorer of Niagara 


NIAGARA IS REAL—not “potential.” Niagara is 
Romance where people can feel it, POWER where 
factories and homes and farms are hungry for it. 


Niagara’s 1,458,000 developed horsepower is 
far greater than that from any other waterfall. 
Yet only a fraction of the 280,000 cubic feet of 
water which enters the gorge every second is put 
to work. Throngs of sightseers and honeymoon- 
ers are still drawn from all corners of the earth 
by the unspoiled ‘vast and prodigious Cadence 
of Water.” 


y 7 7 


The American Weekly, the magazine distributed na- 
tionally through 21 great Sunday newspapers, is the 
NIAGARA among publications, a vast and growing 
torrent of used and available power. 


POWER to reach the booming markets of 1941 and 
’42 .. . ROMANCE, adventure, an open window to 
world progress—for more than 7,300,000 families 
every week in the year... 


An unbiased, outside authority expressed this more 
forcefully than The Weekly itself could say it. The 
following paragraphs are from a double-spread an- 


Behind the 
— the Worlds greatest POWER 


nouncement to the retail trade, published recently in 
Women's Wear Daily, by the Sanforizing Division of 
Cluett, Peabody & Company: 


“THIS FALL, we're firing away with our biggest gun yet— 
we're adding The American Weekly! Dominant color 
smashes in big ads you couldn't miss if you tried. You know 
The Weekly. Come Sundays, it is delivered to more than 
7,000,000 U.S. families that are, literally, here and there 
and everywhere! Villages... towns. . . cities. Its influence 
one sis tr d —not to mention department- 
store buyers. 


“But The American Weekly, in which these whacking 
Sanforized-Shrunk ads will break, hits hardest in the big 
markets, where the big stores are found. its wallop with 
the big-time merchandisers and buyers needs no boosting 
on our part. And so many people read it that you're in- 
clined to suspect that its audience includes most of the 
people who buy clothes, wash them and want them to fit as 
long as they last.’’ 


There are some advertisers who can’t use the power of 
“DOMINANT COLOR SMASHES”.. . But just as Niagara's 


THE 


Greatest 
Circulation 


in the World 


power is used to light lamps, as well as run factories, 
there is a long record of success by advertisers who 
lighted their lamp of national importance with regular 
units in The American Weekly as small as 28 lines each. 

Advertisers who are preparing to go along with 
their traditional media policy—buying a little power 
from magazines, a little from newspapers, a little from 
radio, a litthe outdoor—would do well to consider the 
advantages of the CONCENTRATED POWER offered by 
The American Weekly in a market big enough to take 
the entire output of most products for years to come. 

ry y y 

The American Weekly has a new, major presentation, 
showing where the dollars are, NOW!—where they can 
be reached most economically, NOW!! It conveys a 
1941-42 business and marketing story to executives. 
It's worth much more than the time required to see it. 


Phone or write the nearest office listed below. 


ERICAN 


= FAWEEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunc., Curcaco ...5 Wintunor Square, Boston ... Arncape Bupc., St. Lous... Hanna Bupc., CLevetann 
Generat Motors Bupc., Detroit... 101 Manierta St., Atianta... Epison Bupc., Los Anceres... Hearst Bupc., San Francisco 
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October 20, 194) 


CBS, NBC Webs 
Face National 
Musicians’ Strike 


Only Sustaining Pro- 
grams of Networks Af- 
fected by AFM Move 


New York, Oct. 16.—A_ nation- 
wide strike of musicians on the CBS 
and NBC networks seemed in pros- 
pect today as the American Federa- 
tion of Musicians ordered studio 
bands in a number of stations off 
the air. The move affects only sus- 
taining programs on the two net- 
works. Mutual Broadcasting Sys- 
tem is not involved in the strike. 

In Pittsburgh, where the strike 
originated, a meeting was in prog- 
ress this afternoon between union 
officials and H. J. Brennen, mana- 
ger of stations WJAS, CBS affiliate, 
and KQV, NBC affiliate. It is ex- 
pected that unless differences are 


will be extended to all stations af- 
filiated with the two networks. 


According to the union, the con- 


troversy 
Brennen to engage an 
sustaining band for a minimum of 
weeks 
strike was called and musicians at 
station 
pathy. 
cians at WABC, CBS key station in 
New York, were ordered off the air. 
In a statement explaining why the 
program 
Orchestra 
scheduled 
“The 
owned 
and Columbia has no 
the terms or conditions under which | 
that 
There is no dispute about the num- 
of musicians employed by Co- 


Mr. 


44 


ber 


lumbia 
working conditions.” 


This morning the strike spread to 
\the two networks’ 
cago 
|off Swift & Co.’s 
|program on NBC by mistake. 
ito date, 
| the strike has affected CBS stations 
lin New York, Chicago and Los An- | 
geles, 
settled at this conference the strike | networks’ 
| iginate. 


originating in stations unaffected by 
the strike. 

NBC stations in Chicago, San 
Francisco and Hollywood have been 
affected, in addition to Pittsburgh. 
|Although action is expected mo- 
mentarily, bands at WEAF 
WJZ, NBC’s key stations in 
York, have not yet been called out 


stems from the refusal of 
11-man 
on station WJAS. The 


KQV walked out in sym- 
Yesterday afternoon, musi- 


to the struck stations. 
NBC outlets involved are M&O sta- 
tions with the exception 
burgh. NBC’s New York studios 
are jammed with actors, 
for substitute programs in the event 
the local bands are ordered out. 


of the Columbia Concert 
would not be heard as 
at 4 p. m., CBS said: 
Pittsburgh station is neither 
nor operated by Columbia, 
control over 
musicians. 


station employs 


deferred by the union in order to 
allow the final program in the 
“Good Neighbors” series, featuring 
the NBC Symphony Orchestra, to 
go on the air tonight as scheduled. 
All outlets so far affected by the 
strike, with the exception of Pitts- 
burgh, are stations managed or op- 
erated by CBS or NBC. 


or about their wages or 


Spreads to Chicago 


affiliates in Chi- 
musicians were taken 
“Breakfast Club” 
Up 
in addition to Pittsburgh, | 


| Lundstrom Picks Segall 


Maiadi per Lundstrom Hat Stores, San Fran- 
where hac majority of the |, iu has named Theodore H. Segall 

Sustaining programs or- Advertising Agency, San Francisco, 
CBS is substituting in the | to direct its advertising. A radio 


where 


struck stations with dramatic pro- program will be instituted Oct. 31. 


grams 


and with sustaining music! Edward Brash is account executive. 


In no other section of the country is the 


as in the South. 


How the 
You Sell Electr 


Equipmen 


“Personal Element” Helps 


‘cal Contracting 


t in the South... 


“personal element” so involved in selling 


The majority of its contractors, excluding the big industrial contracting firms 


and strictly electrical engineering firms, are combined contractor-dealers. 


Having 


closer personal contacts with their customers than is possible for firms in metro- 


politan centers elsewhere in the country to obtain, they wield a tremendous influ- 


ence in the choice of equipment and materials. 


It is the generally accepted prac- 


tice for southern contractors to select the electrical equipment that goes into prae- 


tically every job they install. 


For this reason, the South’s contractors and contractor-dealers are in position to 


secure substantial orders for apparatus and equipment without calling upon manu- 


facturers’ 


salesmen for assistance 


yes, to secure business for you at a fraction of 


the expense involved in having your company representatives make the numerous 


long jumps between metropolitan centers of the South, 


But these men—contrac- 


tors’ industrial and electrical engineers—-must be kept sold on your products before 


they can sell for you! 


—and how to inject that “personal element”’ 


By describing in detail the methods used by southern contractors, 


industrial and 


electrical engineers, Electrical South is reaching them with information that is of 


most interest to them 


ditions they understand 


The South is the country’s fastest growing electrical market 
of the country’s electrical contracting business, 33.14 
360.94; 
Therefore 


27.34% 
light and power output, 
new wired homes. 


be overlooked. 


~is talking to them in their own language about men and con- 


is serving them efficiently and personally. 


accounting for 
of the gain in electric 
of the 
is a selling factor that can’t 


of the 
this 


new transmission lines and 35.5% 


“personal element” 


Electrical South gives adequate, blanket coverage of the elec- 
trical dealers and contractor-dealers, as well as the wholesalers 
and utilities in both the rural and urban areas of the southern 
and southwestern states. No other electrical magazine even 
this large and growing market so completely 


. so PERSONALLY for you! 


begins to serve 
and so effectively . 


“The South's Own and Only Electrical Business Journal” 


ay va SOUTH | 


GRANT BUILDING, ATLANTA. GEORGIA 


COTTON * SOUTHERN POWER and INDUSTRY + SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 


and | 
New | 


and the network is feeding music|! 
Thus far, all | 


of Pitts-| 


on hand | 


| 
| 
| 


| will appear every other 


Campbell Opens 
Big Soup Drive 
in New York 


Newspapers, Car Cards 
to Be Used in Six-Month 
Campaign 
York, Oct. 


New 15.—Upwards of 


While a strike at NBC’s Washing- | $200,000 will be spent by Campbell 
ton affiliate was in prospect, it was | Soup Company within the next six 


reported today that action had been | 


months on newspaper advertising 
and over-door car cards in New 


York City, pro- 
moting its vari- 
ous brands of 
soup. The cam- 
paign got under 
way this week 
with copy pro- 


moting Campbell 


tomato soup 
week. 

Weekly _inser- 
tions, ranging 


from 300 to 700 
lines will appear 
in the 
American, Sun 
| and World-Telegram, starting this 
week and continuing for 26 weeks. 
In addition, a color page in gravure | 
Sunday in| 
Full color car cards will | 


Prosar ees wo sour 


the News. 


| be used, beginning in November. 


Tomato soup week copy uses a 


| . 
| picture of a bowl of tomato soup on 


cer’s now! 


a colorful contrasting table cloth as 
a background for the line, 
with Campbell’s tomato soup. 
Smaller art is accompanied by such 
lines as “A schoolday lunch is the 
work of minutes!”, “A dinner for 
company is sure to make a hit!”, 
and “A leftover supper will go over 
big!” 
story of the soup in greater detail. | 
The grocer tie-up is brought in with 
the prominent line, “At your gro- 


” 


, 


Seasonal Tie-Up 


A seasonal tie-up will be made 
in color copy later with a picture 
of a Pilgrim man and woman sip- 
ping soup beside 


the fireplace with = jn.6 wy. 
another larger 5h 
picture showing 


a husband and 
wife eating soup 
in their dining 
room. The pro- 
motion is di- 
rected at chicken 
noodle soup. 

Feminine in- 
terest is featured 
in much of the 
copy with a woman 
“Any time you serve it, the meal 
has a festive touch,” or “Now re- 
member! I want chicken noodle | 
soup!” or, in the case of car cards, 
“"No ... it’s not just noodle soup) 

. This is chicken noodle soup!’ | 
It's Campbell’s.”. Emphasis is lent} 
to the small amount of copy with | 
plenty of white space. 

The newspapers are supplement- 
ing the efforts of Campbell’s own 
salesmen by the work of their mer- 
chandising departments, representa- 
tives of which are contacting all 
New York area retail outlets. 


remarking 


not tie in with the New York news- 

paper schedule, it is said. 
Ward Wheelock Company, 

delphia, is the agency. 


Phila- 


Given Watch on Retiring 


A wrist watch has been presented 
to Archibald H. Matthews by the 
Advertising Club of Springfield, 
Mass., On the occasion of his retire- 
ment as assistant advertising man- 
ager of Springfield Newspapers and 
treasurer of the club. 


Launches New Drive 

Kress & Owen Company, New 
York, will launch a fall and winter | 
campaign for Glyco - Thymoline 
mouthwash with color space in 
Collier’s and black and white inser- 
tions in Good Housekeeping and 
Parents’, starting with 
issues. Peck 


New York, handles the account. 


Journal | 


“Start | 


with smaller type carrying the | 


black and white | 


The | 
Campbell network radio shows will | 


November | 
Advertising Agency, | 


i 


Reveal INS Radio 
Policies Where 
Papers Involved 


| Washington, D. C., Oct. 16.—Te.. 
| timony before the Federal Com. 
munications Commission hearing + 
\ aoeenins the extent to whic 
newspapers shall be permitted t, 
participate in radio featured the 
disclosure today that Internationa) 


News Service has a policy of 
selling its news to stations | 
where it has newspaper clicnt 
Joseph V. Connolly, president o¢ 
King Features, of which INS 
subsidiary, was the witness wh, 
presence enabled FCC At 


Se 


rey 
Marcus Cohn to get in the recorg 
a mass of documents outlining th, 
radio policy of the wire service 
Mr. Connolly testified the police, 
was necessary to protect new {pers 


which might want to use INS ney, 
for promotional purposes. 

The case of the Bloomingto,, Pan. 
tagraph and its competing tion, 
WJBC, was developed in detail, Ip 
1937, after the paper had used INs 
news for nearly a decade under ; 


contract giving it exclusive terri. 

torial rights, the press association 
began serving the station. 
Contract Cancelled 

The Pantagraph protested and 

| notified INS the contract was being 


canceled. The paper also demanded 
| payment of the “asset value” of th 
contract. INS canceled its contract 
with WJBC as soon as possible 


and @ 
reduced the Pantagraph’s weekly 
rate from $50 to $19 for more thar 


| two months. 
Other testimony brought out that 


| the INS contract with the Savanna) 


| Morning News contained a claus 
|giving the paper exclusive radi 
|rights, although the paper did not 
| then have a station. Mr. Connolly 
testified that stations could obtair 
INS news by making special ar- 
|rangements with newspaper clients 


To Offer Annual 


Apple Advertising Award 

New York and New England 
| Apple Institute, New York, to stim- 
|ulate better advertising of apples 
|has launched 


the first annua 
Golden Apple Advertising Award 
|contest. This year’s trophy will be 


awarded at Boston during January 
1942. 

The contest for the Golden Appk 
|}award is open to advertising a 
|cies, advertisers, printers, lithogra- 
phers, chain and independent gro- 
cers, super-markets and others wh 
create and produce advertising 
|New York and New England 


| WCCO Adds Kaufman 


Sam H. Kaufman, for the past 
|four years vice-president of D. 5 
|Manson & Associates, Minneapolis 


oen. 
gen 


has joined WCCO, Minneapolis, a: 
sales promotion director. Thomas H 
Dawson, formerly on the stations 


sales 
cland 
Sales 


|sales staff, has been named 
|manager to replace Carl Bur! 
who leaves Oct. 18 for Radio 
New York. 


| 
| 


| 


| IN THE 
DETROIT 
AREA 


Cover the homes of over 
8,000,000 people with 


this live-wire station. 


\ WN 


\ 


seen Watts Day and Nigh! 
| CLEAR CHANNEL 


Mutual Broadcasting Syste™ 
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in bonus cveulelun 


UNCLE SAM YAWNS. SAYS 
IT CAN'T HAPPEN HERE. 


<F\ 
ADOLF HITLER FINDS BREAKFAST 
TOAST BURNED, EGGS COLD, COFFEE 
BADLY ERSATZED GETS MAD. 
DECLARES WAR ON POLAND 


CHAMBERLAIN TIRES OF ADOLF'S 
TANTRUMS. GETS MAD HIMSELF. 
DECLARES WAR ON GERMANY. 
FRANCE JOINS IN. 


MUSSOLINI JUMPS INTO PARADE 
IN TIME TO PASS REVIEWING 
STAND-HE THINKS. FINDS 4 
ACTUALLY AT WAR. 


: 
: : FRANCE YELLS“UNCLE.” UNCLE 


SAM BEGINS TO STIR. INVEN- 
TORIES DEFENSE REQUIREMENTS. 
FINDS HE HAS NOTHING BUT 
REQUIREMENTS. 


~ 
MILLIONS OF DOAKESES 
GO BACK TO WORK. OTHERS 
GET HIGHER PAY. ALL THE 
DOAKESES START TO SPEND 
MONEY. BUSINESS BOOMS! 


a 


HITLER INSULTS JOE STALIN. 
JOE SENDS ADOLFS RING BACK 
ADOLF GETS MAD AGAIN —DE- 
CLARES WAR ON RUSSIA. 


MAYBE IT HAPPEN HERE! 
UNCLE SAM SPEEDS UP DE- 
FENSE EFFORT. 


JOE (DOAKES THIS TIME, NOT 
STALIN) GROWS EXPANSIVE. 
INCREASES ALLOWANCE TO 
THE MISSUS -PROVIDES 30¢ 
EXTRA FOR HER TO DO WITH 
AS SHE PLEASES. 


MRS. DOAKES, READY TO 
CRACK UNDER STRAIN OF 
NEW PROSPERITY, SEEKS 
REFUGE AND RECREATION IN 
HER FAVORITE LITERATURE- 
104 AT ALL NEWSSTANDS. 


JOE DOAKES GETS UP OFF 
HIS TAIL— TAKES JOB IN 
DEFENSE INDUSTRY. 


RUSH OF DOAKESES TO 
NEWSSTANDS SENDS 
MODERN MAGAZINES’ 
SEPTEMBER CIRCULATION 
SOARING TO 1,784,853 
COPIES-301,000 MORE 
THAN IN SEPTEMBER 
1940 AND A BONUS OF 
384,853 OR 27.4% 
OVER THE 1,400,000 
GUARANTEE - GREATEST 


IRCULATION BONUS IN 
THE MAGAZINES’ HISTORY! 


The September issues of Modern Magazines, with an estimated net paid circulation of 1,784,853 copies, 
represented an all-time high in circulation and provided advertisers a bonus of 384,853 copies or 27.4% 
over the guaranteed ABC circulation of 1,400,000 —the greatest circulation bonus in the magazines’ history! 


THE “MIDDLE GLASS” FAMILY MARKET fa 
Modern Screen-Screen Romances-Modern Romances : 


149 MADISON AVENUE-NEW YORK CITY [iam 
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' their destinations, to relieve conges- | ried some exhibitors, one of whom | The association elected a new 
Will . Head Asks tion on railways and truck one ASNA Meets; told ADVERTISING AGE that “as an| president and vice-president, J. p * 
essential industry, we don’t rank so} Talcott, Gerlach - Barklow Com. 


Ban on All But 
Light Weight Cars — 


Washington, D. C., Oct. 16.—In| 
the face of new production curbs 
imposed on the automobile indus- 
try, Joseph W. Frazier, president of | 
Willys-Overland Motors and mem- | 
ber of the OPM automobile advisory 
committee, today placed _ before 
SPAB and other government offi- 
cials a 14-point plan covering pro- 
duction, allotments and distribution | 
realignments which, he declared, 
would release vast amounts of raw | 
materials for defense and at the 
same time “keep America’s trans- 
portation wheels rolling.” 

Mr. Frazier suggested that: 

Each of the large manufacturers 
now producing more than one trade 
name car be limited to the produc- 
tion of the lightest weight car cur- 
rently produced, while manufac- 
turers turning out only one make 
of car be limited to the production 
of their lightest weight series. 

Allocation of the number of the 
lightest model cars to be produced 
by any manufacturer be based on 
the amount of critical materials 
used; the number of cars which 
give the manufacturer a “break 
even” or better operation; and the 
number of dealers dependent on the 
manufacturer for support. 


All Dealers Would Handle 


All automobile dealers handling 
any one make of car made by a 
company that produces more than 
one make, be permitted to sell the 
one make the manufacturer is per- 
mitted to produce. 

All deluxe models be eliminated 
and production be confined to two- 
door and four-door sedans. The 
curb would hit coupes, convertibles, 
town cars, limousines, _ station 
wagons and roadsters. 

Only one priming coat and two 
finish coats of paint or enamel be 
permitted; molding trim, chromium, 
or purely ornamental parts to be 
eliminated, along with bumper 
guards. Bumpers to be confined to 
a single bar. 

No zinc, chromium or aluminum, 
except as stated above, be used in 
the manufacture of any transporta- 
tion vehicles except the small 
amounts required as alloys in mak- 
ing sheet steel for bodies and plate 
for frames. 


Reduce Accessories 


No wool be used in interior up- 
holstery; cotton or other substitute 
materials to be used instead. All 
wool or rubber floor mats to be 
eliminated, with linoleum, imitation 
leather, hemp or less critical mate- 
rials substituted. 

Tires be the smallest possible for 
the specific weight of the vehicle. 
All accessories using critical mate- 


rials, except those in purely func- 
tional parts, be eliminated. 
All cars be driven or towed to 


We handle all the 
tedious, expensive, 
time-consuming de 
tails for you. 


Our complete facilities and 
long experience enable us 
to meet the exacting de 
mands of agencies, pub 
lishers and market ana 


lysts. Let us help you 
with your next research 
job. You'll be sure of 


accuracy, economy and 
prompt service, 


Write today = for 
your copy of our 
FREE booklet en 
titled “Economy in 
Market Research’. 
It will give you 
complete details 
about R & S serv 
ice. 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York, N. Y. 
MONTREAL TORONTO 


thus releasing this equipment for 
the Asoe-nseer of other po 2 Mulls Over well,” but mentioned that his com-| pany, Joliet, Ill., and C. E. } 
pany had sizable stocks. The foreign|son, C. E. Erickson Company, De, 


Priority Problem | market—many of the specialties! Moines. R. M. Searle and F. , IT 
ADVERTISING AGE learned today Chicago, Oct. 16.— Effects of|such as wallhangers used to be pro- Geiger were retained as secretary 
that the plan presented by the|priorities and new trends in the duced abroad, particularly inj|and treasurer, respectively. 


Skepticism Expressed 


( 
Willys-Overland chief differs only| specialty business came in for at-|Czechoslovakia — is virtually ret on ~ 
slightly from a plan which he pre-| tention of more than 500 members| existent; manufacturers must take) . “i 
pe pactceec. 9B some cantina end exhibitors of the Advertising| what they can get in the defense ABP Holds Series of 4 
ago. There has been no Official re- Specialty National Association gath- | shuffle. Regional Meetings Ev 
action as yet to the plan, but un-|ered here for a three-day conven- Much in evidence was a new A series of regional confe:nce on 
officially it is pointed out that its| tion this week. book, “Vitamins for the advertising|js being held in major ne At 
adoption would hurt most other Greater use of paper and leather,| and selling program”, produced by throughout the country by A soci- pa 
producers and would help Willys,| with metals and plastics dropping the association’s national head-| ated Business Papers, with me ‘ings Ne 
since it would force all but the| away, was suggested in the special-| quarters 1426 G street, N. W., on or rye ay New De 
smallest or lightest models off the| ties field. Rubber is likely to be out| Washington, D. C., and obtainable | "S77. 5 poe Ae a Big eagle 
market, and probably permit Willys|of the picture, too, and glass may|from that address. The book is to| ;. being placed on the special 
to make a far greater proportion of|be increasingly difficult to get.|be circulated through agencies,| Jems of business paper adve 
lall cars than ever before. Questions of a paper shortage wor-| libraries and schools. during the current emergency 
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October 20, 1941 


Chicago Dail 
to Begin Late 
in November 


Chicago, Oct. 16.—Chicago’s new 
1g newspaper is expected to 


ol 

a late in November, according 
to la‘est information from Marshall 
Field III, owner, and _ Silliman 
Eval publisher, who also have 
verified the information revealed in 
ApvesTISING AGE Sept. 22 that the 
pape will be published in the Daily 
News bldg., and printed on the 
Daily News presses. 


New appointments to the staff in-| 


Jack Stenbuck, circulation 
er, formerly a Hearst circu- 
manager in Boston; John 


clude 
man: 
lation 


| Dienhart, city editor, former city 
editor and managing editor of the 
Chicago Herald - Examiner; and 
Warren Brown, sports editor, for- 


'merly with the Chicago Herald- 
American. 
Announcement of business and 


sales executives is expected next 
| week. 


} 


Joins “Design for Living” 

| Emerson E. Hawley, formerly 
| with Cosmopolitan, has joined the 
Chicago sales staff of Design for 
Living. 


| 
| 


Gets Johnson Account 


Johnson Sales Company, Hagers- 
town, Md., drug products maker, 
has named Wettlin & Co., Camden, 
to direct its advertising. 


ADVERTISING AGE 


. the need for legislation making it 
Federal Witnesses mandatory for industry to return 


questionnaires giving information 
sought by defense agencies. 

Three half-day hearings were 
held before the House census com- 
mittee on S. 1627, a Senate-ap- 
|proved bill which proposes among 
|other things that the biennial cen- 


Support Changes 

. 

in Census Law Sines“ tna fe Best 
sus of manufactures be scrapped 
and that a quinquennial census of 


House Committee Gets | husiness and industry be instituted 

P rotest from NIAA along with periodic studies of an 
. undisclosed nature. 

Committee 


Witnesses who have taken the 


Washington, D. C., Oct. 16—Com-|Commerce Jesse H. Jones, Under- 
merce Department, Census Bureau | secretary of Commerce Wayne C. 
and defense officials who testified| Taylor, Office of Production Man- 
|this week in support of proposed | agement statistical chief Stacy 
|changes in the census law stressed | May, and Census Director James C. 
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for a giant tower with a giant’s voice. This isWABC’s 


fe = FOR 15,000,000 LISTENERS 


A mile from shore. in the 


Sound. stands a man-made island—sea-born foothold 


new 50.000-watt transmitter—the perfect voice of 
radio, serving 15.000.000 listeners as they have 
never been served in the past. Serving 10.000.000 
of them with a signal two to ten times stronger 


than before! 


The secret ? 


The secret is that mile—the most important mile 
in radio—the mile of salt water which surrounds this 
engineering miracle on all four sides. 

That “salt-water-start” for a radio program, that 
first perfect mile. is like the first perfect skip of a 
stone—which sends it true and far. 

WABC is the only 50,000-watt station on the east- 
ern seaboard with this over-water start in all diree- 
tions—east to both shores of the Sound—south 
through Queens and Brooklyn—north through New 
York and Connecticut — west through the heart of 
Manhattan and the homes of New Jersey. 

Key station of the Columbia network. feeding 
CBS programs to 124 network stations and 120.000.- 
000 listeners from coast to coast—the new WABC 
delivers those programs to the 15,000,000 nearest lis- 


teners with new strength, new clarity. new brilliance ! 


The New WABC, New York 


KEY STATION OF THE COLUMBIA BROADCASTING SYSTEM 


middle of Long Island 
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stand to date include Secretary of | 


7 
Capt. Hearings will be resumed 
Oct. 21 when Census Bureau offi- 


cials will be heard further. 

All four who have testified dis- 
cussed the Work which the Census 
Bureau is now doing for OPM. Six 
hundred Census employes’. are 
working on OPM jobs, and $350,000 
has been allocated to make a va- 
riety of studies. Under existing 
law, returns are not mandatory on 
these surveys. Witnesses asked the 
enactment of S. 1627 which carries 
punitive provisions for failing to re- 
turn questionnaires. The bill also 
permits the Census Bureau to dis- 
close to defense officials individual 
census information which is confi- 
dential under existing law. 

Opponents of the proposal will 
|get their first chance to state their 
| views late next week. Several 


}members of the National Industrial 


Advertisers Association, which 
adopted a_ resolution opposing S. 
1627, have been in Washington 


during the past week in an effort 
to prevent the biennial census of 
manufactures being scrapped. 
There has been little said so far 
about the Census Bureau's admitted 
intention of using sampling methods 
if empowered under the broad 
language of the bill. Most oppon- 
ents of S. 1627 have no objection to 
sampling, but protest against the 
biennial survey's being dropped. 


Foresee Loss 


The NIAA committee distributed 
a statement to committee members 
which pointed out that usefulness of 
the census of manufactures will be 
lost if it is put on a five-year basis 
and incorporated with the other 
census as planned. The group claims 
that any possible advantage gained 
from periodic studies which would 
be authorized under the bill would 
not offset the loss. 

The House census committee, un- 
der the chairmanship of Rep. Guy 
L. Moser, apparently intends to take 
its time on S. 1627. From the ques- 
tions asked in hearings to date, it 
appears likely that changes will be 
made in the measure even if it is 
adopted in substance. One change 
is likely to be a definite limitation 
of the new powers to the period of 


the present emergency. Whether 
the committee will see fit to go 
along with the administration on 


scrapping the biennial census has 
not been indicated as yet. 

One letter of protest was read 
into the record today by Chairman 
Moser. Addressed to Rep. Greg 
Holbrock of Ohio, it was written by 
a constituent of his, W. W. Lewis, 
assistant vice-president, American 
Rolling Mill Company. Mr. Lewis 
wrote that the passage of S. 1627 
“will seriously retard the operation 
of our company’s marketing activi- 
ties.” Mr. Capt, who was on the 
stand when the letter was read, re- 
plied that he believed manufactur- 
ers would get more, rather than 
less, service under the proposal. 
Gets Ken-Rau Account 

Ken-Rau, Dalton, Ga., manufac- 
turer of chenille bedspreads, has 
appointed Robert B. Grady Com- 
pany, New York, to direct advertis- 
ing. 


35,021,292 
IN KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldq., Louisville, Ky. 
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8 ADVERTISING AGE 


October 20, 194; 


Get Life Memberships las cushions against possible post- 

Life memberships in the Interna | arm arket be deflation. 
tional Association ‘of Display Men Farm publications were urged nd 
were conferred on four St. Louis| use their influence in diverting suf- 


business men at a recent meeting | qj Stead One | ficient metal toward the production | 
of the St. Louis Display Guild. The y | |of farm machinery and repairs to 
recipients of the honor were Joseph | insure continued production in the| 
Chadwick, Famous-Barr Stocker |D ° | face of decreased man-power. Mr. 
Glee R. Stocker, Glee R. Stocker & | avis e § Davis also urged a campaign for | 
Associates; Edward Hillman, Hill- | conservation of farm machinery in| 
man & Co., and Syl Reiser, Garri- view of defense demands for “er 


son-Wagne i Chicago, Oct. 15.—The farm mar-| 
son-Wagner Company. g tial metals. 


a ket has never been a “feast or} ; : 
mele oa co ry “i poet vn A resolution was adopted and dis- 

N. C. Bans Boards Athy Some ex’en"| patched to OPM officials pointing | 
; many space buyers have considered hat. in line with the federal | 

The highway commission of North | jt out that, in line with the federa 
Carolina has given advertisers own- | ,.’ defense program, “it is extremely | 
ing billboards within 50 feet of the Sees . : important and increasingly so, to 
highway until Nov. 1 to clear them| here today by Conteer ©. Davis, provide adequate allocation of ma- 
away. Boards not removed by that| president of the Federal Reserve) terjals to be used in machinery and 


members of the Agricultural 
Publishers Association were told 


date will be removed by the com-| Bank of St. Louis. Mr. Davis, a| equipment for farm use.” 
mission. former farm paper editor, was ad- Members re-elected Charles E.| 

. i na ministrator of the Agricultural Ad- Sweet, Capper Publications, Inc., as 
Tait Joins KTBS justment Administration in 1933. president; Glenn Buck, Nebraska | 


Ed Tait, formerly with KFRO, Noting that “the business of farm) Farmer, as_ vice - president; Paul | 
Longview, Tex., has joined the} production goes on more steadily| Huey, Progressive Farmer, as treas-| 
announcing staff of KTBS, Shreve-|than nearly any other business,”| urer: and E. F. Corbin, Meredith | 
port. | Mr. Davis also observed that “the| Publishing Company, as secretary. | 
factory worker’s food costs in 1929| One new director was named, Frank | 
averaged 32 per cent of his wages;| J. Ironmonger, California Culti- | 


BUSINESS PAPER ADVERTISERS | in the first six months of 1941, only! vator, Los Angeles. 


Wh Wh H Much (24 per cent.” Nonetheless, he cau-| 
ere on—how muc tioned farmers against demanding | ? 
r a r Nam Pi 
Your Competitors Advertised | ylo N os lat 


too high a parity for farm product} 
BRAD-VERN’S REPORTS 


prices and also warned them to| geagram Distillers Corporation, has 
135-21 Union Tnpk., Flushing, N. Y. 


avoid expansion, to pay their debts| heen named general sales manager 
and to buy defense savings bonds|of W. A. Taylor & Co., New York. 


Robert J. Pilat, formerly with} 


DID YO’ALL 
SAY A 


MILLION? 


i NAW, AH SAID 


f{ course, we mean. this figuratively, 


but, speaking of figures, the Ys = Memphis 


wholesale market is a billion dollar propo sition. Yes, 


wholesale sales in Memphis and the Mid-South total more than one billion dol- 


lars . . . greater than all other Tennessee cities combined. 


Check this with the wholesales sales volume of cities 


Cotton is begin- 
ning to roll dol- 
lars into the 
pocket-books of 
Memphis and 
Mid-South farm- 
ers (and city 
folks, too). This 
year, half of 
America's billion 
dollar crop. will 
be sold at Mem- 
phis alone. 


that are larger, such as Buffalo, Newark, Milwaukee. and 
Indianapolis, and you'll see that the Memphis wholesale 


trade volume is greater. cal For 


That's why WMC, the station that eee 


U-S-A 


NL 


covers this rich market, is such an economi- 


cal and productive buy. 


rake WATTS DAY 
1,000 WATTS NIGHT 


MEMPHIS, TENN. 


m Beéllion D 


Represented Nationally ty THE BRANHAM CO. 
* 
Owned and Operated by 


THE COMMERCIAL APPEAL 


* 
. MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WMC—MEMPHIS WJDX—JACKSON, MISS. KWKH-KTBS—SHREVEPORT 


Ges ROCK WSMB—NEW sani 4 


NBC RED 
NETWORK 


MARKET 


; elie ” 


—_——-—- _—_— 
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SPEAKER, APA LEADERS AT CONVENTION 


Hs hh 


(Left to right) Chester C. Davis, president, Federal Reserve Bank of St. Lou's: 


Charles E. Sweet, Capper Publications, 


Inc., and re-elected president of the 


APA at its annual meeting in Chicago; Glenn Buck, Nebraska Farmer, re-elec! 
APA vice-president; and William Springer, Southern Agriculturist. 


(Left to right) Fred Bohen, Successful Farming; H. C. Kline, The Farmer, St. 
aul; Mr. Davis; and V. F. Hayden, executive secretary of the APA. 


Priority Order 
Violation Brings 


First OPM Ban 


Washington, D. C., Oct. 16.— 
Cracking down for the first time 
against a violator of priority orders, 
the Office of Production Manage- 
ment today ordered a Chicago firm 
to cease all aluminum operations 
}until March 31, 1942, except for ful- 


fillment of defense orders on the! 


| company’s books Oct. 1. 

| The drastic punitive action was 
taken against Central Pattern and | 
Foundry Company, which OPM | 
charges with violations which di- 
,verted aluminum into non-defense 
work and delayed the armament 
program. The suspension order was 
issued after exhaustive investiga- 


tion which disclosed that last July | 


the offending firm shipped over 40,- 
000 pounds of aluminum products 


for such uses as slot machines, juke | 


boxes, cameras and vacuum clean- 
jers. Such shipments are in direct 
violation of OPM orders. 

OPM has threatened to make 
“examples” of a number of offend- 
ing producers, and the suspension 
order against Central Pattern will 


probably be followed by others. | 


Numerous investigations are now in 
progress. 


| Merges Semi-Weeklies 


| The Yreka Journal and the Sis- 
kiyou News, which for 55 years 
have maintained an _ embattled 
rivalry in Yreka, Cal., have been 
merged. The semi-weeklies will 
|now be published as the Siskiyou 
Daily News, and a weekly Yreka | 
Journal will also be published by 
the new company. Walter B. Staf- 
ford is editor of the publications, 
which are represented by George 


D. Close, Ine. 


Navy Drive Expanded 


The United States Navy will fur- 


ther extend its recruiting campaig 


to California, Oregon, Washington, 
|Arizona and Nevada. The 
procedure will be followed as in pre- 


vious states, with all recognize 
daily and weekly newspapers 


towns under 50,000 population re 
ceiving advertising. Medium-size 


city tests, similar to the test recent 


launched in Springfield, Mass., will 
soon be duplicated in Flint, Grand 


Rapids, Kalamazoo, Lansing 


Pontiac, Mich. Batten, Barton, Dur- 
|stine & Osborn, New York, is the 
| agency. 


‘Names T. G. Prendergast 


Thomas G. Prendergast, previ- 
ously on advertising staffs of Boston 
newspapers, has been named assist- 
ant advertising manager of Rock- 
wood Sprinkler Company, Worces- 


ter, Mass. 


WBBM Raises Two 


George Grant, formerly sales 
|service manager of WBBM, Chicago, 
has been named to the station's 


sales staff, and Rolf Warner 


been named to the post formerly 


occupied by Mr. Grant. 


* To cover this ‘ico 
’ American Market, — 


Puerto Rico 


WORLD JOURNAL 


English Daily serving the 
60,000 Americans in Puerto 


} ee 
_ Write for rates and specimen 


420 Lexington Avenue, New Ye 


A Chromart gives you all 


PHOTOCHROME, 837 N. 


Overnight by Plane 


CHROMART PRINT 


. is the only color print from Kodachrome of full, 
rich carbro quality. It is on paper (not celluloid), has 
high color fidelity, great permanence. 


the production flexibilities 


of other forms of flat-copy ... you can display it 
dramatically for O.K.s, retouch to idealize, paste into 
artwork. Platemakers tell us it is easier for them to 
make fine plates from such magnificent copy. 


Prices—$38 up. We also make lower priced Chromura 
Prints for limited mailings, displays. Write! 


FAIRFAX, HOLLYWOOD 
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i etalworking & metal producing indisty 


Here is your CONTACT today with the 


JUMPS FENCES...GOES INSIDE THE 
PLANTS...TAKES YOUR ADVER- 
TISING MESSAGE STRAIGHT 
TO THE MEN WHO COUNT, THEY & 
TURN TO STEER EVERY WEEK (ghia 


FOR NEWS...INFORMATION... “QMO 
IDEAS...GUIDANCE. 


OF ST E E L's COVERAGE 
IS CONCENTRATED IN 
PLANTS CAPITALIZED 
OVER $50,000 


oe oe 


Rew hag 2 


Surprising how many things—useful things—the Market 

Selector will tell you. The number of plants making a 

certain type of product—how many employ over 50— 

over 100, etc.— what operations are performed by the ES PLANNING EASI R 
plants, etc. The study represents two years of solid oe . A LOT 

work by J TE E L's statisticians. If you want to YEAR'S cAMP 

see the Metalworking Market X-rayed—if you want to 

see it taken apart for detailed examination, drop us a 

line and ask to see the Market Selector. Some research 

men are using it to analyze future markets. Some ad- 

vertising men are finding it is a springboard to give them AY 10 piscover like a master key STEEL 
a lift in their own planning work. It doesn’t cost any- SW ELL W MARKETS opens for you the doors to im- 
thing to look and you can surely get some benefit eee YTURE portant contacts in the Metal- 
out of a more intimate knowledge of the markets and \MPORTAN ae me ee a 
firms you are endeavoring to sell. So tell us you're “ 


ine tising pages you can reach 
villing and we'll gladly submit the Market Selector. and keep alive those important 


contacts, shut off from your 
salesmen by defense barriers. 


PRODUCTION * PROCESSING * DISTRIBUTION * USE oF 
CLEVELAND 
NEW YORK « PITTSBURGH * CHICAGO 
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7 7 tf and 19 reported some type of space | vidual newspapers are no more | information on the subject of fre-|ture in the greatest jeopardy jt has ser 

Committee of 1) discount, while 98 said they had no | striking than those between indi- quency and quantity discounts. ever imagined, and warned Particy. ing 
/such discount. About half implied | vidual magazines, radio stations or| On the latter subject, the com-/jlarly of the possibilities of com- it! 
2 |that they thought such discounts | outdoor plants, he said. |mittee declared that it had no sys- | pletely controlling every busines. 

Puts Microsco e ‘might prove worth while, but| He declared that there is no com-|tem of discounts to suggest to pub- | operation— including selling and aq. 1 
|almost all indicated that their adop- plete or fair comparison of cover- _lishers, and implied that intelligent | vertising—if the pending price con. ell 
tion was not under immediate con-| age of various types of media; and | discussion of this subject is prac-|trol bill is adopted in its j,resen, és 

4 mb sideration. ‘that too many studies which tend | tically impossible now because fac-|form. While the bill makes py, the 
on al ies inage I 'to show newspaper rates at a dis- tual studies on the effects of such|mention of advertising, he <,jiq ; mo 
mpressions Given » It nat 


Newspaper Ad Execs 
Get Exhaustive Analysis 
of Advertising 


Chicago, Oct. 14.—The News- 
paper Advertising Executives As- | 
sociation took the entire newspaper 
national advertising structure apart 
and studied it piece by piece yester- 
day, as the organization devoted 
almost the entire first day of its 
two-day fall meeting to a consider- 
ation of reports from the “Commit- 
tee of Twelve” appointed last spring 
to find out what makes the business 
tick. The program drew 246 reg- 
istered members, the largest num- 
ber in the association’s history. 

The association voted today to 
distribute complete copies of the 
report to its members and to appoint 
a committee to analyze the factual 
data and present definite recom- 
mendations at the next meeting. 

It seems probable that no other 
advertising organization has ever 
heard such complete and exhaustive 
reports as those presented by this 
unusual Committee of Twelve, 
headed by Don D. Patterson, na- 
tional advertising director of 
Scripps-Howard Newspapers. Most 
exhaustive and extensive of all the 
reports given was that on rates, 
presented by Robert K. Drew and 
Art Hall, Milwaukee Journal. 


Gives Exhaustive Analysis 


In this amazing report, which 
when published will comprise a 
good-sized volume, the committee 
not only analyzed newspaper rates, 
broken down in a dozen ways, but 
also took a look at the rate struc- 
tures of other media, notably maga- 
zines, radio and outdoor, and re- 
ported in detail on the results of an 
extremely comprehensive rate ques- 
tionnaire which was filled out by 
150 newspapers. Asserting that it 
had no intention of unveiling a 
“perfect” rate structure and no pre- 
conceived or pet formulae, but that 
it was merely assembling all of the | 
available data on the subject of | 
rates, the committee inundated the | 
meeting with a vast collection of | 
figures which will undoubtedly | 
serve for many years as the jump- 
ing-off point for discussions of | 
newspaper rates. 

On the much-discussed subject of | 
volume and frequency discounts, 
the committee reported its receipt 
of extremely dogmatic opinions, | 
both favorable and unfavorable, 
but declared that factual data to 
back up these opinions seemed 
almost completely lacking. Of | 
those newspapers replying to _ its | 
questionnaires, 23 reported that | 
they now have some type of fre- | 
quency discount, while 105 do not: | 


Las? aiikae 


S$ produced in 
Sroux City—the heart of America’s finest agricul 
tural district 

Three of the world’s largest packing companies 
are located here and are now operating at ca 
pacity. Over $62,000,000 worth of lve stock has 
been received here during the first eght months of 
thus year. Large increases have been made to the 
workers within the past few weeks. Ths brings 
Sioux City into one of the most prosperous cities 
in the nation 

The world’s largest creamery is also located in 
Sioux City. Thousands of pounds of butter and 
mithons of cans of condensed milk are being pro 
duced for army and civikan supply. Sioux City and 
its territory now ranks im the high income group 
There is only one way you Can properly reach this 
wealthy market. That is though the use of The 
Sioux City Journa 


‘ _aal THE JOURNAL is now running over 
THE I an? 52.000 copies daily. Its circulation is 
- concentrated. covering 75.5 of Sioux 
City proper, which is far more than any 
competing medium 
Why not put an “A” schedule in ths 
newspaper and reach the Amencan 
market which will continue to stay stable 
‘ong after Jhe war is over 


x, 


Che Sioux City Journal 


Owners and 
Operators of 


5000 Watts 
1360 K.C. 


KSC 


|advantage are based on all news- 


discounts on both advertisers and 


In summing up the committee’s| papers, including the very small | newspapers is too limited and too 


conclusions, Mr. Drew asserted that 
apparently newspaper rates 
become the whipping boy of the 
national advertiser, who more or 
less automatically assumes that they 
are unfair or unsound, when the 
facts do not seem to bear out this 
contention on any wide scale at all. 
Differences between rates of indi- 


/ones which necessarily have high 


lists of other media are used. He 


| suggested that the industry might | 
| profitably undertake more work in| 


the rate field, not only in analyzing 
newspaper rates and correcting mis- 
impressions that now exist, but also 
| in attempting to secure some factual 


contradictory to permit of any 


have |milline rates, while only selected | clear-cut decision. 


| Advertising On the Spot 

In introducing the reports of the 
Committee of Twelve, Mr. Patter- 
son emphasized that present gov- 
ernmental attitudes and _ policies 
place the entire advertising struc- 


gives government so much au: hority 
over business action that it woylq 


be entirely possible to re culate pers 
shut off or channelize the (ow yes 
advertising dollars at any tine. . 
James R. Brumby, Atlante Joy. 
nal, reporting On newspape:.’ no. Jou 
tional selling methods, pr: enteg a 
another complete, factual re rt jp 73 
which he traced the curve Na- ‘a d 
tional advertising revenue © 4 as. . 
ee a 
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serted boldly that newspaper sell- | 
ing must change; in fact, he said, 
it has iready changed. 


Suggests Possibilities 


| sized. 

The first hurdle in newspaper, William H. Moore, Detroit News, 
selling. he suggested, is the fact declared that dealer education can | 
that mo one newspaper represents |help sell national advertising. He 
more ‘nan a small segment of the |asserted that the first essential is to 
national advertiser’s market, and | educate dealers to the value of ad- 


therefore no selling organization in | 
the newspaper field is able to dis- | 
cuss the advertiser’s market, in- 
stead of the newspaper’s market. | 

Franklin B. Hurd, Providence | 
Journa’, told the group that sec- 
tional advertising can be developed 


to bolster national linage, but only it and tie up with it, and that a| Bend, Ind., declared that 40 per 


sort of planned operation | 


if some 
sped. Development of such | 


is deve 


advertisers, while profitable and 
worth while, calls for considerable 
ground work and for building up 
over a period of time, he empha- 


vertising, and to prove to them that 
profit on the items they carry means 


nothing without relating it to turn- | 


over. Dealers must also be made 
aware of the fact that the benefits 
of advertising naturally gravitate 
toward those who cooperate with 


customer brought into a store by a 
particular piece of advertising may 


|be worth far more than the sale of 
\the advertised item, because she 
may buy a lot of other things while 
she is in the store. 


Relates Group Experience 


Paul Gorham, Illinois Daily 
Newspaper Markets, reporting on 
newspaper networks, said that of | 
702 papers who are members of 15) 
such groups, 102 papers offer a fre- 
quency or continuity rate, and that 
eight of the 15 reporting groups 
| handle billing and insertion orders 
‘for their papers. 
| Reporting on color advertising, 
Stacey Bowman, Tribune, South 


cent of the 210 papers surveyed re- 
strict color to advertisements of 


a» Twenty NEW advertisers in October! 


it only in page units, and the other 
40 per cent have a variety of min- 
imums. Almost all (92 per cent) 


| believe adoption of uniform practice 


in this particular would be helpful, 
and of these 67 per cent favor 1,000 
lines and 21 per cent a full page. 

The most common charge for one 
extra color is 25 per cent additional, 
but there is wide divergence from 
this figure, and mechanical and 
other problems seem to prevent de- 
velopment of a common ground for 
setting color rates, he reported. 

The final report of the Committee 
of Twelve was presented this after- 
noon by Aubrey Murray, New Or- 
leans Times Picayune, who analyzed 
advertising agencies and newspapers 
from the standpoint of their mutual 
relations and the relative cost of 
handling newspaper advertising. 
Apparently media men are becom- 
ing more important in the agency 
set-up, he reported, with many of 
them sitting in on agency plan 
boards, helping to determine major 
strategy, etc. 


Tripp Asks Bureau Support 


The only interruption in the 
Committee of Twelve’s report, ex- 
cept for a talk by William B. Ben- 
ton at lunch, was a characteristic- 
ally fiery oration by Frank E. 
Tripp, general manager, 
Newspapers, who traced the history 
of the “united front” movement 
|and the subsequent development of 
the Bureau of Advertising as a 
newspaper selling and educational 
force, and declared that the Bureau 


1,000 lines or more, 20 per cent sell | 


Gannett | 


Prominent among NAEA leaders at the 
Chicago meeting was this pair, William 
Ellyson, Jr., Richmond News-Leader and 
Ist vice-president of the association 
(left); and C. E. Phillips, Rockford Star 
and Register-Republic, NAEA president. 


Food Ads Follow 
Government Plan, 
Dr. Sebrell Says 


Atlantic City, Oct. 15.—An im- 
portant change in food advertis- 
ing since the government launched 
its nutrition program earlier this 
year was cited here today by Dr. 
W. H. Sebrell of the United States 
Public Health Service before the 
American Public Health Associa- 
| tion. 
| Prior 


to the National Nutrition 


now needs “more money—twice as| Conference, he said, food advertis- 
much—more loyalty, and more sup-|€'s spent hundreds of millions of 


port” from the newspaper field. The | 


dollars a year to sell their products 


A larger TOTAL number of advertisers than 
in any previous October issue! 


- 
"> 


Twenty-two percent MORE advertising than 
last October! 


... These are only three of the latest records in the permanent 
“heat wave” being generated by Better Homes & Gardens. 

Here is the rest of October's sizzling story—that makes it the 
HOTTEST of all October issues: 


HOTTEST... highest circulation in history—more than 


2,400,000 suburban families 


HOTTEST. 


highest newsstand sales 


HOTTEST 


highest editorial linage 


HOTTEST 


highest advertising linage 


HOTTEST highest number of advertisers 


HOTTEST ... highest number of 4-color advertising pages. 


These facts are the result of an editorial concept that is igniting the buying emotions 
of readers—firing the imagination of advertisers. No wonder Better Homes & Gardens 
's One of the “hottest” magazines in America today!!! 


* 


_— 


enlarged work of the Bureau, he 
Said, has brought about an entirely 
papers among national advertisers 
and agencies. 

Advertising as an institution i 
on the spot today more than ever, 
ihe said. “You can gamble that 
Washington will make it increas- 
ingly hard for advertisers to keep 
up their appropriations, and that 
calls for a hard-hitting defense to 
make an invulnerable case for the 
value of advertising. We must have 


Ss 


here the Bureau can help greatly in 
establishing the economy of adver- 
tising as the cheapest form of mass 
salesmanship.” 


Mr. Tripp paid his respects to 
Messrs. Henderson, Arnold = and 
Ickes. He declared that they aim 


at destroying the whole structure 
of advertising and selling, and that 
they would end trademarks and 
brand names and substitute A, B, C 
jlabels. In the face of these threats, 
|newspaper advertising men must 
adopt the premise that all advertis- 
ing is good and all is essential, he 
said, and that if debts are to be 
paid and government is to be main- 
tained, business must be done at a 
profit. 


Uses Dog Contest 


Stewart-McIntosh, Ltd., Vancou- 
ver, is releasing a newspaper cam- 
paign for B. C. Sugar Refining 
Company, Ltd., offering as a prize 
a dog a month. The contest con- 
sists of composing a name for the 
dog from the words “‘Rogers’ Golden 


lid from the product. 
|ports the campaign. 


Adds Paul P. Jones 


Paul P. Jones, for the past two 
|years in Esquire’s Chicago office, 
has joined the Western advertising 
staff of National Geographic Maga- 
| zine, with headquarters in Chicago. 


Radio sup- 


|}new kind of thinking about news-| 


facts and figures, not oratory, and| 


on the basis of attractiveness and 
taste appeal. Since then, advertis- 
have begun to “revalue their 
| products — to stress the fact that 
| they are rich in proteins, or min- 
lerals, or vitamins, and they are 
/eager to have their advertising ma- 
terial technically correct.” 

Dr. Sebrell said that the question 
|of how to coordinate and take ad- 
vantage of the immense potentiali- 
ties in this “new attitude” of the 
food industry is a problem, but one 
that promises much when it 
|solved. He added that the coopera- 
tion between science, government 
and industry which was the goal of 
ithe nutrition meeting is “daily com- 
| ing closer to an actuality.” 


Cites Distribution Plans 


ers 


is 


Dr. Sebrell said that the immedi- 
ate problem in winning the wat 
with both guns and butter is dis- 
tribution getting the food people 
need to those who need it most. 
Among the ways in which this is 
being done, he mentioned the food 
stamp plan, the hot school lunch 
|program, penny milk distribution 
land various other methods. He 
| predicted that new distribution sys- 
items of this type will be devised 
las they are needed. 

The doctor declared there is a 
| tremendous educational job to be 
|done in improving the eating habits 
‘of the public. Most people, he 

“still eat and cook the way 


said, 
| they like to eat and cook, regard- 
|less of the deficiencies in their diet 
or the vitamins they cook away or 
pour down the drains.” 


Joins La Porte & Austin 
James F. Sullivan, formerly an 
the sales staff of Bronx Home News, 
jhas joined La Porte & Austin, New 
York, as account executive. 


Gets School Account 

| Fishburne Military School, 
| Waynesboro, Va., has named Houck 
& Co., Richmond, to direct its ad- 
vertising. 


Syrup.” Entry in the contest is| 
obtained by newspaper or farm | 
paper coupons accompanied by a 


WDBJ 


FOR SOUTHWEST VIRGINIA 
5000 watts day and night 


ROANOKE e¢ CBS 
FREE & PETERS, INC. 


ERICA’S BIGGEST SUBURBAN HOME MARKET 


“ Exclusive National Representatives 


ty 
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Building America’s Tomorrow 


Institutional advertising, as a | defense has been. 
phrase, has been in some disrepute |its story clearly and convincingly. 
in the advertising and business field| Community relations, in view of 
since the roaring twenties. But no|current labor problems, need culti- 
matter what you call it, the pressing vation more than ever. No industry 

their 


needs of meeting problems of cus- 
tomer relations, public relations and 
community relations are inexorably 
forcing upon management the need 
of creating something which is at 
least distantly related to what used 
to be called institutional advertis- 
ing. 

In the field of customer relations 
is the task of explaining to buyers 
and consumers why products are 
not obtainable in normal quantity, 
why the price has advanced, if it 
has, why the design and materials 
employed have been changed, and 
why the public should continue to 
want the product even if it cannot 
be had at the present moment. 

Public relations questions are 
involved in the difficult situation of 
companies which have been accused, 
in many unjustly, of not 
doing their share for national de- 
fense. The Aluminum Company of 
America, which is an outstanding 
example of a company which has 
been made the scapegoat for a lot 
of bad guessers in Washington, has 
not been satisfied to let the public 
draw unfair conclusions from what 
has been published in the news- 
papers, but has made a clear state- 
ment of just what the situation in 
the production of aluminum for 


cases 


should forget its workers, 
families and their neighbors, and 
in fact, all of the people who are 
affected in their daily living by the 
‘fact that its plant is operating, pro- 
viding employment and _ creating 
security for hundreds or thousands 
of families and business men. 

| Even more necessary is the kind 
lof public relations or institutional 


| advertising which is painting a pic- 


| 


ture of America’s 
|terms of what is being 
today. If new materials and designs 


| chapters of a projected book, “What | 


| country’s business 


cc 


XPT 


BACKSEAT DRIVING AT ITS WORST 


a 


Information 
| for 
Advertisers 


| 


| 


Advertising Executives Association | 


meeting Monday by Bill Benton, ex- 
Benton & Bowles and currently 
vice-president of the University of 
Chicago. 


Mr. Benton's talk had nothing to | 


do with advertising, or did it have 
everything to do with advertising? 
He read excerpts from the preface, 
introduction and the first three 


Every Young Business Man Should 
Know,” and his major thesis was 
that too large a proportion of the 
is going to the 


| Argentines, the Portuguese and the 


tomorrow, in|} 
planned | 


|are to be used, after the emergency | 
| for themselves, while the Mayflower 


| . 
is over, in order to provide markets 


|for the immensely increased ca- 


| pacity of American mills and facto- | 


| 


| ries, what is to happen to the prod- 
}ucts which have been employed 
heretofore? What part will they 


|play in that changed world of to- 
| morrow? 

Every manufacturer with a rea- 
sonable perspective of the future 


jlong range view are telling 


| public to expect, a few years hence, 
| 


Greeks (which some of you will 
remember as a popular song) be- 
cause they have the initiative and 


the enterprise to get into business 


descendant and the 100% American 
casts a frigid eye on the risks and 
the lack of social prestige inherent 


|in a street-corner banana stand or 


a neighborhood grocery store, and 
seeks the security and prestige of 
a big corporation. Here are a few 


| quotes: 


is keeping his research laboratories | 
going. And those with a sufficiently | 
the | 


'a myriad of new and better and} 
cheaper products. Those who do} 
not may find, too late, that their 


competition is a lap ahead of the 
field. 


The Other Side of the Fence 


With numerous 
publication and other media execu- 
tives being held and scheduled to 
be held in the near future, it may 
be interesting to call attention to a 
type of discussion which is being 
featured by newspaper and business 
paper publishers particularly. It 
deserves study, discussion and per- 
haps emulation. 

It is the type of meeting which 
is devoted the immediate 
problems of the medium than to the 
problems of advertisers in the use 
of that and 
business publishers have been 
that advertisers have not 
used their media to the best possi- 
ble advantage in years gone by. 
Instead of blaming advertisers and 
agencies, they have taken a more 
objective approach and tried to find 
the reasons and the answers 

The results have been a series of 
illuminating researches which have 
stimulated the interest of 
buyers and users in how to do a 


less to 


medium. Newspaper 


aware 


better job in these media, how to| 


conventions of ! 


space 


prepare copy better adapted to the 
readers of specific types of publica- 
tions, and how to make use of the 
improved techniques which the 
studies of the publishers themselves 
have now made available for gen- 
eral application. 

When the publisher gets over on 
the other side of the fence, and 
looks at his medium through the 
eyes of the advertiser, he learns a 
lot of interest to all concerned. In- 
stead of thinking only of sales pro- 
motion, he thinks of advertising 
problems and their solution. And 
when he approaches the advertiser, 


most 


“The major objective today is to 
see that the major business of this 
country is business.” 

“Get into business for yourself— 
it’s the last chance of a free enter- 
prise system.” 

“Monopoly and big business did 
not build this country—it was hard- 


hitting, two-fisted, risk-taking small | 


business men.” 

“The present concentration on 
security is the worst enemy of our 
selves and our age.” 

“What an enterprise system needs 
is enterprise.” 


‘War Communique 


he is prepared not to debate media | 


values nearly so much as to discuss 
better ways to advertise and more 
profitable uses of advertising dol- 
lars. 

That, it seems to us, is a change 
of viewpoint which should be of 
benefit to both the media and the 
advertisers, by changing the empha- 
sis from sales methods to customer 
problems and their mutually bene- 
ficial solution. 


it 
Eo 
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The first “war communique” 
from the United States comes to us 
from the radio stations of Shreve- 
port, La., and it sounds so realistic 
that we thought you might be inter- 
ested. The “official communique” 
said: 

‘Soldiers, 


having captured 


Shreveport’s radio stations KTBS 
and KWKH during the recent 
Louisiana maneuvers, moved in, 


slept in the studios, patrolled the 
foyers, fired anti-aircraft from the 
roof, and discarded blank-loaded 
rifles to battle Blue Army invaders 
off of the fire escape with their fists. 

“Located in the same block with 
General Ben Lear’s Red Army 
headquarters, the studios found 
themselves in the thick of the activ- 
ity when the Blue Forces tried to 
invade the city from the south. 
Crossing the Red River, two blocks 
from the studio building, blue in- 


fantrymen, tanks, and light field 
pieces battled all over the lower 
part of town before being turned 
back by the Reds. Bombers thun- 
dered over, their low roars cut 
occasionally by the high angry 


The following documents rm ay be 
secured without charge from com. 
panies sponsoring them, or t ugh 
ADVERTISING AGE, by any ni: tiona| 
advertiser or advertising ency 
executive writing on his b: <ines 
letterhead. 

No, 1886. Manufacturers | corg 
Data. 

Manufacturers Record has sued 
this booklet, which outline. the 
| publication’s history and it. edi. 
|torial scope and objective, w ‘h an 
occupational breakdown of ci: cyla- 
tion. The center spread contiins g 
map of the South, showing pri :cipa) 

The Progressive Grocer raw materials and _ transpor ‘ation 
, facilities. 
"You should have turned at fresh vegetables. Watch out now for canned milk. 

Pull over to the corn!" No. 1887. Illinois Consumer Syr- 

vey, Coffee and Tea. 
e e A comparison of sales of le iding 
A d a l l b b l ri g brands of tea and coffee for 1940. 
1941 is offered in this brand prefer- 
ence study, issued by Illinois Daily 
Provocative Thoughts |whine of zooming pursuit planes| Newspaper Markets. The survey 
One of the most provocative talks and anti-aircraft hammered from|was made by 41 newspaper mem- 
your Ad-libber has heard in many the studio roof and from the roofs; bers of the group, and mater al js 
; atte ile sotinge whe | Of the adjoining buildings. In the| tabulated for each city, followed by 
It has registered | months of attending mesings was! streets, tanks and treaded personnel | tables showing state totals ; 

tossed off before the Newspaper | * ee ¥% ; ' cle € stave wWrais. 


carriers dashed through heavy | 

traffic with machine guns chopping | No. 1888. A Voyage of Discovery. 
and sirens wailing. And through it The Detroit News has issued this 
all, KTBS and KWKH broadcast} brochure, which reports a 
uninterruptedly protected by a com- 


cross- 


pany under the command of Cap- 
tain Barney Oldfield, who enlivened 
the interior proceedings with sev- 
eral variety programs done exclu- 
sively by his men.” 


Chivalry at Work 

A scout in Pittsburgh sends us 
the following classified ad which ap- 
peared recently in one of the Pitts- 
burgh newspapers as positive proof 
that the age of chivalry is not yet 
dead: ; 


STENOGRAPHER 


An advertisement appearing here 


last week under Box J-429 brought 
more than 150 clever, well-written 
}replies. Kach letter was given care- 
ful consideration and a number of 
young women were interviewed, ofr 
course only one applicant could be 


hired, but all letters are being filed 
for possible future The adver- 
tiser wishes to express his thanks to 
all applicants for their trouble 

The advertisement was unsigned. 


use, 


Jottings 

For a quick view of the press 
;censorship problem in England, we 
recommend the Newspaper World 
of London, and especially the fol- 
llowing item in its Sept. 20 issue 
i\which has just reached our desk: 
“Once upon a time there was a 
Ministry of Information § carrier 
pigeon. And as it was flying leis- 
| urely to its destination it was 


|jostled by a second pigeon which | 


ibawled: ‘Get a move on. 
ithe denial!’” .. . 

Wendt Advertising Agency of To- 
\ledo sends us a folder printed for 
jits client, Strong Electric Corpora- 
tion, on old-fashioned wall paper, 
and suggests the practical value of 
this type of presentation if there is 
a serious paper shortage. . 

Scout McMahon of Mt. Lebanon, 
Pa., sends us a page from a recent 
issue of AA in which such con- 
glomerations of initials as NAB, 
OPA, ASCAP, TGA, FM and FCC 
appear. He yearns for the dear old 
days when men were men and 
names were names, and them’s our 
sentiments too. . . 

We rather like the story of the 
812-foot giant who works for Roma 
Wine Company of California, and 
who, on his first visit to New York, 
was accosted at breakfast by a man 
who asked him many questions and 
then expressed his appreciation for 
the patience which the giant mani- 
fested in answering them. “Well,” 
said the giant, “when you're in the 
public eye you get used to it. If 
you'd ever gotten to be fairly well- 
known, you’d get used to this sort 
of thing, just as I have.” When the 
questioning stranger left, he put a 
card into the giant’s hand. “Ad- 
miral Richard E. Byrd,” it read. . . 


I've got 


section market study of the Detroit 
city zone area, with a map of News 
| circulation districts and shopping 
/centers colored in relation to in- 
|come. The study shows what De- 
troiters earn, how they live, what 
they buy and use, and what they 
read. 


|No. 1889. Ludlow 
Ornaments. 

| Ludlow Typograph Company has 

| issued this specimen book of bord- 

ers and ornaments suitable fo: 

| practically any requirement, with 

|} some suggestions for use. 


Borders and 


| No. 1833. Zones of Influence. 


County tabulations of occupied 
dwelling units, circulation and re- 
| tail sales, with accompanying maps, 
|indicate the zones of influence of 
— Oklahoman and Times, Okla- 
homa City, in this folder issued by 
| The Katz Agency. 


No. 1841. How Public Opinion Is 
Formed. 
| “What are the power plants 


|which generate opinions?” The 
|United States News asks and an- 
swers in this booklet. How public 
Opinion originates, what kind of 
|people compose America’s opinion- 
'forming group, and how effectively 
they may be reached are discussed 


|No. 1761. WOW Market Maps. 

Radio Station WOW, Omaha, has 
|issued two new maps—one show- 
ing an analysis of mail response, 
and the other showing effective 
buying income. The mail map 
gives a clear picture of coverage 
and audience strength by indicating 
percentages of response, by county, 
to the number of radio homes. 


No. 1816. Mr. President: Meet 
Your Advertising Manager. 

The Associated Business |’apers, 
Inc., has issued this booklet which 
is in the nature of a consu!tation 
about the advertising managel- 
what kind of a man he is, what he 
is really worth and how to get the 
most out of him. 

No. 1836. A New Measurind 
Method. 

A market study made by ‘"¢ Re- 
tail Merchants Credit Association 
Los Angeles is the basis of ‘1's 
port issued by the Los “Angel 
Times, which deals with the neW* 


paper readership phase of te SU 


vey. Percentage of readers !P ‘ 
Los Angeles papers is show? for 
four income groups, making »0ss!>¥€ 
a comparison of reading ! nos 

iews 


people of varying income 
and modes of living. 
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, The sky is the only ceiling on fowl and vegetable—is cash in 

farm buying, and that’s how it will the pocket of a group which already 

Cc . . . 

be for years to come. Now is the time stood above the average in cash to 

to implant your name among the nation’s spend with you. ... Tell them your story. 

57 million rural people, to sell your product Use the crisp, timely appeal of America’s 

; to prosperous farm families and build a re- fastest printed mass magazine. Use the broad 

e 

p 

e doubled market for your increasing productive economical coverage, the proved effectiveness, 

e 

s . ’ . . ; 3 . . . *. . ' , 
capacity... . Farm income is away up. Every single of America’s largest rural magazine! Use Farm 

. thing the farmer sells—milk and meat, grain and fruit. Journal! 


h 


New York, 420 Lexington Avenue 


Chicago, 180 N. Michigan Avenue FARM : Washington Square 


g Detroit, General Motors Building 


Seattle, San Francisco and Los Angeles J OURN AL | Philadelphia 


‘| America’s Greatest Rural Force Es 


OVER 2'/2 MILLION NET PAID CIRCULATION 
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Retailers Have 
Kept Prices Down, 


MacLeish Declares 


Rapid Wholesale Rise 
Jeopardizing Stability, 
Admen Told 


Chicago, Oct. 14.—The Retailers 
Advisory Committee of the Office 
of Price Administration, in coopera- 
tion with other forces in the retail 
field, has done such a good job of 
maintaining stable retail prices that 
workers are now enjoying a real 
income’ increase, figured on a 
weekly basis, of 21 per cent over 
last year, Bruce MacLeish, vice- 
president of Carson, Pirie, Scott & 


Co., Chicago department store, told | 


the Newspaper Advertising Execu- 


tives Association at luncheon today. 
} Retail prices have advanced only 
‘about one-third as much as whole- 
‘sale prices, Mr. MacLeish said, be- 
cause retailers have refrained from 
repricing their inventories at the 
replacement level, but obviously 
this situation cannot go on forever, 
and retail prices are foredoomed to 
go higher unless the prices of 
wholesale and manufactured goods 
can be controlled in some way. 
Mr. MacLeish declared that Har- 
riet Elliott, associate administrator 


of OPA in charge of consumer 
activities, is “a happy choice,” and 
that he and his committee have 


found her broadminded, intelligent 
and fair. He implied, however, 
that this description did not apply 
to some of the people in her divi- 
sion, some of whom seem to feel 
that the present situation presents a 
golden opportunity to introduce 
social reforms. 


BBB Holds the Line 
The price reporting system which 
| his committee inaugurated has now 


ADVERTISING AGE 


lost its value because price advances 
are now so general and so rapid 


| that price reporting no longer can | 


act as a stabilizing force, but the 
committee has turned to local Bet- 
ter Business bureaus for assistance 


in policing unwarranted price in-| 


creases, and, “despite the highly 
inflationary statements of various 


public officials, the line built by the | 


Better Business bureaus has held,” 
| he said. 

Simplification of styles and de- 
signs, as suggested by Mr. Nelson, 
is likely to cause some very inter- 


esting developments, Mr. MacLeish | 
said, but whether such simplifica- | 
tion will be carried on on a wide| 
‘front depends on developments in | 


the general situation. 
If industry is well mobilized for 
its tremendous defense task, it may 


be possible to boost industrial pro- | 


duction by another 25 per cent 
without serious dislocations in the 
/consumer goods field, he said; if 
|industrial production is not ade- 
| quately and intelligently mobilized, 


|its expansion beyond the present 


point may cause serious shortages | 


of consumer goods and services. 

| Retailers must have a_ stable 
;}economy for successful operation, 
|he pointed out, referring to the 11 
billion dollar loss which American 
retailers took in inventory write- 
|downs following the last war. 
Furthermore, he said, their funda- 


mental problem is that of maintain- | 


ing good public relations and a sat- 
isfactory volume of repetitive buy- 
ing. High prices make consumers 
angry with retailers, and destroy 
the stability which the industry 
needs, and retailers can  conse- 
quently be counted upon to do all 
in their power to keep prices in line, 
he said. 


Kohler’s | 94] 
Ad Budget More 
Than Doubled 


Kohler, Wis., Oct. 15.—Despite un- 
certain conditions due to material, 
production and transportation prob- 
lems, Kohler Company will more 
than double its 1941 advertising 
efforts over 1940. “There are no 
plans 
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Seated at this table (left to right) are 
Chambers, St. Louis Post-Dispatch; Carl 


October 20. 194) 


ma; 


DINERS 


Irwin Maier, Milwaukee Journal: 
N. Colby, Times, Monroe, Wis.; | 


oz 


Randell, Oklahoma Publishing Co., Oklahoma City; H. M. Hederman, Jr., Clorjon 


Leader, Jackson, Miss.; G. W. 


Brett, Katz Special Agency. 


Left to right, seated: Guy H. Bullock, Dispatch, Columbus, O.; Bob Wolfe, News, 
Dayton, O.; Harvey Young, Columbus Dispatch; J. M. Harding, Omaha World. 


Herald; George R. Gould, Register, New 


Haven, Conn.; Robert Drew, Milwaukee 


Journal; Fred Rowden, Omaha World-Herald; K. Dennett, O'Mara & Ormsby. 
Standing, William Nugent, Media Records, Inc. 


WXYZ Shuffles Staff 


Station WXYZ, Detroit NBC out- | 
let, has named James G. Riddell, | 
formerly traffic supervisor, assistant | 


|sales manager; H. Earl Moore, for- 


} 
} 


to curtail or cancel Kohler | 


| 


merly office manager, studio man- 


ager; Lambert H. Beeuwkes, for- | 
merly with KYW, Philadelphia, 
sales promotion and _ advertising 


manager; and David H. Harris, who 
previously held the same post with 
WOOD, Grand Rapids, traffic and 
continuity chief. 


New Duties for Gellard 


Raises Carl Freyer 

Car] Freyer, formerly advertising 
manager of the company, has been 
named Midwestern office manage! 
of the Bigelow - Sanford Carpet 
Company, New York. F. P. Con- 
nelly has resigned as Chicago office 
manager, and T. Rantoul succeeds 
Mr. Freyer as advertising manager 


Exclusive Genuine Wet 
Process Insulators Eliminate 


Shorts Perma- 


Electrical 


Saha. a! + 


eet 
Q 
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1941 advertising,” a company pub- | 


lication promises ; Samuel H. Gellard, secretary of pet 
As j aaa : . Station WBYN, Brooklyn, has been hod 
As in previous years, the bulk Of | named assistant general manager 
Kohler advertising will be carried | and sales manager of the station. ; It 
in architectural and home journals. int 
al the 1941 list are American a pa . " ' en 
Builder, American Home, Architec- p S d evi 
tural Forum, Better Homes & Gar- ontiac iS Producing and pen ing: ‘“ 
dens, Factory Management and nov 
Maintenance, House Beautiful, $ cha 
House & Garden, National Real adv 
Estate Journal and Parents’ Maga- 5 | ace 
|zine. Carrying out the’ theme, ma 
The famous Chicago Blackhawk hockey games broad- “Yours for Better Living,” a full|® N . i i: ¥ O d unc 
cast by WENR Thursday and Sunday nights for the care fast ane = gna pepe in ationa eTense raers na 
‘ . uve ( st, i s type copy, : 
1941-42 season are now available for sponsorship. the company says, is intended to FOR INDUSTRIES OF PONTIAC MICH. ad 
7.500.000 ‘ — : maintain prestige and build good ’ yes 
’ ’ paid admissions is the record of at- |will during the emergency period. Mounting defense orders, peak industrial employment, pay- = 


tendance at hockey games last season, and even that 
represents only a small percentage of the people who 
are interested in the sport. 


N. W. Ayer & Son, Chicago, is the) 


rolls double two years ago—that’s Pontiac, Michigan’s larg- 
agency. 


est per capita defense order center. And, into this impor- 
tant trading area, with its thousands of highly paid indu-- 
trial workers, goes the PONTIAC DAILY PRESS in over 
35,000 homes, 7 out of 10 taking no other daily newspaper. 


FTC Dismisses More 


The famous Chicago Blackhawk hockey games Bakery Complaints 


| 


broadcast to millions over Station WENR —the 50,000 bi he ie sree Commission 
& “fs. . . . " ri las dismissed complaints against 

watt Chicago key station of the NBC Blue Network Supreme Baking Company and | N D U STR | A L PAYR O L LS 
—is a hard-hitting, high-scoring sales weapon. other bakery product dealers and 
union officials in the Des Moines 


and Sioux City areas. A cease-and- 
desist order against Interstate Bak- 


$17,379,718 


Here’s your chance to score a winning point with 
sports-loving people — through a vehicle they will ap- 


—. ; eries Corporation and others was First 9 months 1939 
: preciate. Their goodwill is bound to result in more set aside. Similar bakery com- 
.. oo . ene . plaints involving dealers and union 
i. i sales and reel profits for aia officials in Minneapolis, Omaha and 
-% , . ' . , een diinaad ta. 
+ Get the sponsorship of this popular series of broad- Council Blufis were dismissed re + 9 
oe cently. : 
+ casts NOW and complete your plans for a BIG sales | All four cases now terminated by First 9 months 1940 


FTC challenged the legality of 
agreements between competing ba- 
kers and trucking unions which for- 


campaign this fall... . Complete information will be 
sent to you upon request by station 


$39,130,935 


- bade the utilization of indepen- 
# dently-owned trucks. The Supreme 
ge Court ruled early this year, after . 
= . 7 ’ 
' # |the cases had been instituted, that First 9 months W741 
oo |}such matters are not within the 
— jurisdiction of the Sherman Act. INDUSTRIAL PAYROLLS, 1940—$38,439,880 
|Hence, FTC decided to bow to the INDUSTRIAL PAYROLLS, 1939—$25,644,840 
? a ee ee ee INDUSTRIAL PAYROLLS, 1938—$17,144,740 
/ ’ Dominant Coverage in Michigan's SECOND Largest Cou"'y 
supemon 9300 Joins Compton Agency ’ . 
Harold Jaeger, formerly account Th ~ . © 
tng Or NBC Spot Sales Offices in executive with J. Walter Thompson t 
- and Benton & Bowles, New York, “A on iac al y ress 
WEW YORK CHICAGO BOSTON WASHINGTON CLEVELAND i i Mdeaistiiel 
has joined Compton Advertising, PONTIAC ICHIGAN 
DENVER SAN FRANCISCO HOLLYWOOD . |New York, in a similar capacity. A ' M 
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Sell Advertising 
to Public to End 
Attacks: Murphy 


NiAA Head Traces Pat-. 
tern of Governmental 
Thinking 


Chicago, Oct. 14—A definitely | 
postile attitude on the part of gov- | 
ernme?! toward advertising requires 
not only that advertising clean 
house, but that it create public sen- 
timent so favorable to the use of 
this pr mary business activity that 
no legslator or bureau head will) 
dare attack it. This was the sug- 
gestior made by W. D. Murphy, of 
Reincke-Ellis-Younggreen & Finn, 
Chicago agency, in his initial ad- 
dress president of the National 
Industrial Advertisers Association, 
made before the Engineering Ad- 
yertisers Association last night. 

“Anyone who has given more 
than casual thinking to the 
Washington policy of introducing 
changes,” said Mr. Murphy, “knows 


that the picture is never presented 
in one complete avowal of inten- 


tion. You have to ferret out the 
pieces, like a jig-saw puzzle, put 
them together, and then all at once 
it becomes startlingly clear. 

“Take the Federal Trade Com- 
mission, for example. Nearly two 
years ago the commission went 


before the appropriations committee 
of the House for money to make a 
study of ‘methods and costs of dis- 
tribution. One of the phases of 
distribution chosen for study was 
advertising, and specifically its cost 
and the service it renders the con- 
sumer. 


Quotes from the Record 


“Now, since the commission's 
uthority is strictly defined by law 
to be the prevention of unfair com- 
petit nd deceptive practices, 
there can be but one legal purpose 
for such an investigation, and that 
is to investigate an assumption that 
advertising itself is unfairly com- 
petitive. The FTC is a_ policing 
body, not a research foundation. 
It would have no authority to 
investigate a system believed to be 
sound, but only one that showed 
evidence of unfair competition. 
“The tobacco anti-trust trial is 
now in progress. One of the four 
charges in the indictment is that 
advertising ‘created such a perfect 
acceptance and demand for... 
major brands’ that dealers were 
under the thumb of the Big Four 
and Phillip Morris. The expendi- 
ture of great sums for effective 
advertising is branded unfair 


as 


competition and unreasonable re- 
straint of trade. 

“Does this begin to fit in with 
the Federal Trade Commission's 


desire to study the costs of adver-| 
tising? 


“Another Justice Department case 


»»emore than just 
a radio station -- 


a Baltimore 
institution! 


| panies. 
|}explanation for every dollar spent 
}in 


nr 


—the oil companies. This last 
summer Mr. Arnold sent out eight 
questions to the 22 major oil com- 
These questions 


any form of advertising, and 
closed by demanding, ‘A statement 
outlining the necessity and desira- 
bility of advertising the branded 
products of your company, together 
with available statistics showing 
cost of advertising per dollar of 
sales, cost of advertising per unit of 
commodity sold, and the extent to 
which competitive forces have com- 
pelled the adoption of the advertis- 
ing methods and policies of your 
company.’ 

“That's 
composite 


the third piece 
picture. Mr. 


in the 
Arnold's 


own comment was, ‘Advertising is 


sought | 


used to build up preference for the 
products of one manufacturer— 
solely because he has the most 
advertising money and can make 
the most noise.’ Think that over— 
all of you. The consistent use of 
big space is an invitation to a fed- 


|}eral indictment.” 


Cites Henderson 


Mr. Murphy also called attention 
to the comments of Leon Hender- 
son, head of OPACS, regarding 
advertising including his sugges- 
tions to bakers that one way they 


could save money would be by 
eliminating advertising. None of 
the composite picture, he pointed 


out, has anything to do with indi- 
vidual advertisements, but the 
Washington viewpoint is directed 


against advertising as an economic 
principle. 


Mr. Murphy urged that advertis- 


ing men first eliminate the principal 
cause of criticism—trivial, banal, 
exaggerated advertisements, and at 


|the same time work through their 


associations to build greater public 
acceptance of advertising as a social 
and economic force. Intelligent co- 
operation, not denunciation, will 
win the day, he declared. 


ANPA Issues Booklet 

Newspapers are described as “the 
busiest thoroughfare in town” in a 
special four-page folder recently 
issued by the research and promo- 
tion department of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 


2 Join NBC Production 


Axel Gruenberg and Roy Lock- 
wood have joined the production 
staff of National Broadcasting Com- 
pany, New York. Mr. Gruenberg, 
formerly a member of the NBC 
production staff in Chicago, resigned 
a year ago to free-lance. Before 
that he was a producer for Station 
WWJ, Detroit. Mr. Lockwood was 
formerly a member of the British 
Press Service, New York, and pre- 
viously a director with Universal 
Studios, Hollywood. 


To Hear Van Deventer 
“Industrial Advertising in a War 
Economy” will be the topic of an 
address by John H. Van Deventer, 
editor of Iron Age, before the Nov. 
3 meeting of the Engineering Ad- 
vertisers Association, Chicago. 


* 


problems like these... 


OVERSOLD ka 
s Are you * 


‘oversold” merely beyond means of 


present delivery, or are you really “oversold” in the sense that 
too many customers and prospects fully realize the benefits of 
your product or service? Read the “GUIDE BOOK” for a fresh, 
constructive viewpoint on the “oversold” situation, 


similar situations in 


MARKETS SHIFTING aT 


changes opening up new markets for you? 
the 


material 
Study several 
BOOK™ and see what 


Are product or raw 


“GUIDE 


these advertisers are doing about it. 


CUSTOMERS GETTING SORE oz) 


Are your deliveries 


slow? Are your old customers happy? That’s as common a 


problem as any today. 


The “GUIDE 


BOOK™ contains a 


number of useful advertising approaches. 


NoT ENoucn Business [7M 


ooking for orders? Need 


more business? This primary function of advertising is covered 
in the “GUIDE BOOK” with a sharp eye on today’s unusual 


selling conditions, 


SALESMEN IDLE ae 
: Business coming in the transom? 


Some spare time for your salesmen? The “GUIDE 
shows how alert advertisers are promoting their sales 


BOOK” 


crew for 


engineering counsel, customer service, and building a sound 


foundation for tomorrow. 


SALES AND ENGINEERING PEOPLE OVERWORKED 2 


Salesmen so harried they can’t cover all their customers? Engi- 


neers doing “double time” 


and still not servicing everyone 


they'd like to? Here in the “GUIDE BOOK” are several exam- 
ples of how others in the same spot have sent advertising to 


the rescue. 


WORRIED ABOUT Tomorrow [ra 


Seriously concerned 


over what repercussions your business may face after the emer- 
gency? Practically every advertising example in the “GUIDE 
BOOK” follows through to suggest constructive approaches to 


this vital problem. 


ANYTHING ELSE DISTURBING YOU as 


You may have a 


problem not high-spotted here. The “GUIDE BOOK” makes no 


pretense of covering all problems, or of de- 
livering cut and dried answers. You may, 
however, find it helpful as a starting point 
towards answering your particular problem 
its thought-provoking 


through 
suggestions, 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 West 42d St., New York, N. Y. 
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“This book shows how advertising can 


:s 


help with | 


|, Tae OMe POCO Te a lh 


hy 


_ This FREE “Guide Book for Business Paper Adver- 
tisers Today" may help you. It has been created | 
entirely around actual examples of what other 
advertisers are doing and saying to meet present 

extraordinary conditions. A “2d Edition” is now. 

_ being printed. Use the coupon for your free copy. 


@ Today’s unusual conditions are a serious challenge to 
the advertising man — at account or agency. This book 
may offer help in answering that challenge . . . for it 
demonstrates advertising’s remarkable versatility — not 


only to meet present and prospective problems, but also 
to help customers and prospects, many of whom are in- 


dispensable to Defense. 


Business paper advertising can do many useful jobs 
beyond moving more merchandise. Properly understood 
and used as a means of communication with customers 
and prospects for “talking” over problems of mutual 
concern, it can serve you well today. 

A thoughtful study of this “Guide Book” may be 
useful right now. It contains no theorizing — no aca- 
demic discussions of the “whys” and “wherefores” of 
advertising. Comments coming in show it is now helping 


advertising managers, account executives and copywriters 
in preparing Fall campaigns — in planning 1942 budgets 
— in answering the same sort of problems you may have 
to answer. Mail the coupon for your free copy today. 


‘ Name 

| 

! Title 

! 

! 

1 Compan, 
! 

; Address 


ee a 


McGRAW-HILL PUBLISHING COMPANY, 
330 West 42nd St., New York, N. Y. 


Please send me my free copy of "A GUIDE BOOK FOR 
BUSINESS PAPER ADVERTISERS TODAY." 


INC. 
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Paper Saving 
Up fo Industry, 
Inland Advised 


OPM Chief Asks for 
Aid of Publishers in 
Meeting Defense Needs 


Chicago, Oct. 15.—All users of 
paper, whether it be for newspapers, | 
magazines, beer labels or bridge 
pads, will be asked during the 
coming year to demonstrate that 
they can meet demands of the de-| 
fense emergency in the American} 
way, without the club of bureau- 
cratic control, the Inland Daily 
Press Association was told here| 
yesterday by Norbert A. McKenna, 
chief of the pulp and paper branch 
and acting chief of the printing and 
publishing branch of the Office of 
Production Management. 


The problem, as stated by Mr. 
~~ 
“Maybe | should call on 


WEDF, Flint, Michigan. They 
supply mighty important cov- 


erage.” | 


| mitted, he 


CHIEF SPEAKER 


Norbert A. McKenna, seated, chief of 
the pulp and paper branch and acting 
chief of the printing and publishing 
branch, Office of Production Manage- 


ment, answering publishers’ questions 
after his talk at the Inland Dairy Press 
Association meeting in Chicago, with, 
at right, John W. Potter, vice-president 
of Inland and co-publisher, Argus, Rock 
Island, Ill, who presided. 


McKenna, is one of meeting a short- 
age occasioned by the consumption 
of 30 per cent of the available paper 
supply by defense. Admitting that 
the national defense picture is 
changing so fast that only the most 
approximate figures can be sub- 
pointed out that the 
situation at this date calls for mak- 
ing 21% million tons of paper do, 
in 1942, the job previously done by 
the wasteful use of 25'% million 
tons. 

“Our branches are dedicated,” he 
said, “to the maintenance of 900,000 
jobs and 60,000 proprietorships de- 
pending on the efficient production 


Y'THINK THIS IS 
GOOD? Y'OUGHTA 
SEE WHAT YOU 
CAN DO WITH, 
WDAY AT 
FARGO-THE 
ONLY NBC 
STATION 
WITHIN 190 
MILES! 


FARGO, N. D. 


5000 WATTS-NBC 
o) AFFILIATED WITH THE 
FARGO FORUM 


FREE & PETERS, INC. 


f NATIONAL REPRESENTATIVES 


and conservative use of paper as 
long as it is possible to do so con- 
sistent with meeting defense needs 
first. Only in pulp and_ paper, 
printing and publishing is Ameri- 
can industry given an opportunity 
to demonstrate the efficiency of self- 


management under government 
leadership to meet every defense 
need, every sociological problem, 
and thus to achieve a common 
| good.” 


In Directive Role 


Mr. McKenna described his divi- 
as occupying aj} 


sion of the OPM 
directive role, calling on the paper 
producing industry for recommen- 
dations as to how more reams of 
paper can be produced from the 
| same ton of pulp. The problem of 
| recommending how those reams can 
be distributed 
publishing use has been put in the 
hands of a committee consisting of 
JS Gray, Monroe Publishing Com- 
pany, Monroe, Mich.; Fleming New- 
bold, Evening Star Publishing Com- 
pany, Washington, D. C.; Paul G. 
Stromberg, Ellicott Citu Times, Elli- 
cott City, Md., and S. E. Thomason, 
Chicago Times. 


“The solution may require the 
trimming of margins, reduction in 
number of pages, elimination of 


over deliveries, elimination of non- 
essential uses of newsprint,” Mr. 
McKenna said. He pointed out that 
while there seems to be a sufficient 
supply of newsprint available in 
Canada for all ordinary uses, he 
mentioned several situations which 
might create a shortage. Among 
these are a possible shortage in rail- 
way cars, an already present short- 
age of ships and barges, shortages 
in essential metals crippling pro- 
duction facilities and labor short- 
ages. For these reasons, he said, 
“you should not be lulled into a 
feeling of security.” 

Among the steps being taken to 
make the supply of paper meet all 
civilian and defense needs, he said, 
was the simplification of stocks, cut- 
ting down the sizes of paper bags 
available. Other possibilities, he 
said, are the cutting down in the 
size of labels, reducing the size of 
printed booklets of various kinds, 
etc. 

So far as can be 
present, newspapers will not be 
particularly handicapped in their 
operation as a result of defense re- 
quirements, Cranston Williams, 
general manager of the American 
Newspaper Publishers’ Association, 
told the Inlanders today, but he 
warned against any thoughts of 
building new plants or of expan- 
sion. He pointed out that news- 
paper machinery” repairs’ have 
priority rating so that present 
equipment can be kept in running 


determined at 


‘order. There will be plenty of 
black ink available, subject to 
possible transportation § difficulties. 


Mr. Williams also seconded the plea 


of Mr. McKenna for newspaper 
cooperation in the collection § of 
waste paper. 


Newsprint Prices Unchanged 


E. P. Adler, publisher, Davenport 
Times, president, Lee Newspaper 
Syndicate, and chairman of Inland’s 
newsprint committee, pointed out 
that newsprint prices have _ not 
changed while other prices have 
been going up. He noted the plan 
of leveling out newsprint production 
by ordering one-twelfth of the 
annual needs each month instead of 
stepping up newsprint orders during 
peak demands in spring and fall, 
requiring publishers to provide 
storage facilities for newsprint dur- 
ing the months when the monthly 
order is larger than required. 

John W. Potter, co - publisher, 
Argus, Rock Island, Ill., vice-presi- 
dent of Inland, presided at the 
meetings in the absence of Fred W. 
Schaub, business manager, Herald 
and Review, Decatur, Ill, now a 
captain in the U. S. Reserve at 
Selfridge Field, Mich. 

Winners of Inland’s 
best local advertising 
announced today, were: 

Class A (Inland dailies in cities 
under 15,000 city zone population) 
—1l. Sentinel, Grand Junction, Col.; 
2. Daily Camera, Boulder, Col.; 3. 
None. 

Class B 


contest for 
campaigns, 


most equitably for | 


=e 


INLANDERS IN SESSION 


eas pad 
os ae 


Left to right, Fred Seaton, general manager, Tribune, Hastings, Neb.: O 5 
Stauffer, State Journal, Topeka, Kans.; W. A. Bailey, Kansan, Kansas City, K 
and A. S. Rudd, American Institute of Public Opinion. 


Left to right, Clark F. Waite, president, Southern California Associated New: 

papers; H. E. Deckert, West-Holliday Co., Chicago; J. D. Funk, general manag: 

Outlook, Santa Monica, Cal.; A. W. Shipton, general manager, State Journe 

Springfield, Ill.; Paul A. West, West-Holliday Co., and R. Eaton Fedou, gene 
manager, Courier-News, Elgin, Ill. 


(15,000-30,000 popula- 


tion) —1. Herald-Times, Manitowoc, 
Wis. ; 2. Star-Courier, Kewanee, 
Ill.; 3. Tribune, Hastings, Neb. 

Class C (over 30,000)—1. Star, 
Lincoln, Neb.; 2. Commercial-News, 
Danville, Ill.; 3. Register - Republic 
and Star, Rockford, Ill. 

Contest winners were awarded 
trophies and certificates by Gamma 
Theta Phi, men’s journalistic frater- 


|nity of the University of Illinois, 


with Arne Rae, of the Illinois jour- 
nalism faculty, making the presen- 
tations. 

The visualization plan of present- 
ing newspaper circulation received 
the endorsement of the association 
following a report by A. L. Miller, 
publisher, Enquirer-News, Battle 
Creek, Mich., chairman of the In- 
land committee and member of the 
ABC committee of publishers study- 
ing the visualization plan. 
Names J. P. Wood 

John P. Wood, 
structor in the electrical machinery 
laboratory at Cornell University, 
Ithaca, has joined Electrical Equip- 
ment, New York, as technical editor. 
He was previously in the product 
testing department of Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, Pa. 


formerly an in-| 


Norfolk Elects Israel 

Rollins H. Israel has been elected 
president of the Norfolk, Va., Ad- 
vertising Club. Other officers elected 
are Katherine Webster, vice-} 
dent; Mrs. E. T. Enright, secret 


treasurer; and John Burton, Jr. and 


Ellis Loveless, directors. 


Adds James E. Kelley 


James E. Kelley, formerly wit! 
Knox Reeves, Minneapolis, has been 
named Chicago office manager of 
Radio Advertising Corporation 


ASK THESE 


111 Merchants! 


111 merchants in 29 cities 
within a radius of 69 miles 
REGULARLY advertise 
their services and prod- 
UGS OVOP . ws a 


in 


ll! 


WANE 


Launches Fall Drive 

a . 5000 WATTS 

Scott & Bowne, Bloomfield, N. J., 
has launched a six-months fall and Member C.B.S. network 
winter drive for Scott’s Emulsion 
cod liver oil tonic. Twenty-two in- |} KEENE, N. H. 
sertions in The American Weekly, . . 
supplemented by local newspapers An H. C. Wilder Station 
and spot radio, are scheduled. Ath- Represented by Raymer 
erton & Currier, New York, is the j : 
agency. — 

— 


NOT A FREE 


. . y . 
Advertising Executives 
Who buy Engravings: 
Here is the cooperation you have long sought. 
Twenty years of experience with production, art requirements, 
engravings as well as printing. Will guarantee to make you" 


temper go down, and your tempo go up, and with not a! 
extra penny added to your engraving cost. 


A telephone call will entail no obligation. 


Y ) 
E'd. Rramer’ wickersnam >8: 
305 East 47th Street, New York, N.Y. 
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Vinson n Bill Would 
Ban Deductions 
for Advertising 


Would Not Recognize 
Promotion as Defense 
Work Cost 


Wasington, D. C., Oct. 14.—Busi- 
ness representatives professed alarm 
today bout eventual passage of a 
bill ypped in the hopper 
week »y Rep. Carl Vinson to set a| 
7 pel nt limit on profits accruing 
from defense contracts. The meas- 
ure | 10 items, one of them “ad- 
yertising and publicity expenses,” 
which cannot be deducted as neces- 
sary costs. 

Rep. Vinson’s proposal is similar 
in principle to that recently ad- 
vanced by Secretary of the Treas- 
ury Henry Morgenthau, Jr., that al! 
busin s profits be limited to 6 per 
cent of invested capital. It varies, 
however, in that it applies only to 
defense contractors. 


In addition to advertising and 
publicity, nine expenses which the 


Georgia congressman would rule 
out in determining the cost of per- 
formance of a defense contract are: 
entertainment; dues and member- 
ships other than of regular trade 
associations; donations other than 
those specifically allowed by the 
Internal Revenue Code; losses from 
the sale or exchange of capital 
assets: federal and state income and 
excess-profits taxes and surtaxes; 
interest paid which is offset by 
interest received; legal and othe: 
expenses incurred in the prosecu- 
tion of claims against the govern- 


ment; bad debts; and expenses of 
collection and exchange. 


Fear Possible Passage 


Rep. Vinson is chairman of the 
House naval affairs committee 
which has investigated a number of 
cases of allegedly exhorbitant profits 
on defense business. He introduced 

is bill, H. R. 5781, after consider- 
able agitation by organized labor and 


some members of Congress for the 
limitation of profit on defense 
orders. He is not a member of the 
ways and means committee, to. 
which the proposal was referred. 
Those who are worried about 


prospects of the Vinson bill passing 


point out that the sponsor is highly | 


esteemed in the House and is re- 
garded as a conservative. As such, 
his influence could be expected to 


swing most of the conservative vote 
in the event the measure reaches 
the floor. Support from _labor- 


minded members is assured. 


The bill will be opposed on the 
same grounds as the Morgenthau 


tax proposal, namely that to limit 


profits is to promote inefficiency and 
destroy the incentive for maximum 
effort. It will also be pointed out 
that what professes to be a 7 per 
cent linitation actually amounts to 


SEE 
TOMORROW 


of the 


e Magazine Future 


December Issue 


OUT 
NOVEMBER 15 


ON ALL 
NEWSSTANDS 


25 cents 


id: ertising rates and sample 


copy on request. 


Creative Age Press, Inc. 


last | ment 


about a 2 per cent limit, when taxes 
and other necessary expenses are 
considered. 


Hearings in December 


The bill defines “defense con- 
tract” in the broadest possible terms. 
Practically the only exemption 
for orders amounting to less than 
$10,000. In addition to contracts to 
which the government itself is a 
party, sub-contracts and all other 
work linked to defense are included. 
Hearings on the bill are expected 
start early in December. The 


is 


to 


| ways and means committee rejected 
}a similar proposal in a tax bill last 


year, deciding against discrimina- 
tory levies and favoring the treat- 
of all corporations on the 
same basis through income and ex- 
cess profit taxes. 


FTC Allegations 


‘Life Seven Sonics 


Life 
Chester, 


Savers Corporation, 
N. Y., has answered the 
complaint recently filed against it 
by the Federal Trade Commission 
charging price discrimination in 
violation of the Robinson-Patman 
Act. Life Savers entered a general 
denial to all allegations. 

FTC has charged the candy firm 
with granting secret rebates to some 
multiple-unit customers and with 
refusing small retail drug chains 
opportunities offered to their bigger 
competitors to earn allowances. 


Clark Heads H & R Arms 
Jay Clark, Jr., has been elected 
president of Harrington & Richard- 


son Arms Company, Worcester, 
Mass., succeeding J. P. Carney, 
who retired because of illness. 


' 


Port Maysville, 


Nichols Expands Drive 

H. E. Pogue Distillery Company, 
Ky., will expand its 
liquor promotion drive under its 
new sales manager, Al J. Nichols. 
Newspapers will be used exclu- 
sively in the campaign, which will 
be directed by Van De Mark Adver- 
tising, Cincinnati. Curtis W. Van 
De Mark is account executive. 


Occupies New Building 

The Times-News, Hendersonville, 
N. C., has oceupied its new location 
on Sixth avenue east, formerly 
known as the McIntyre bldg. 


'Names Savion Poldmen 


Funk Aircraft Company, Coffey- 
ville, Kan., has appointed Burton G. 
Feldman & Associates, Chicago, to 
direct its advertising. 


Uses Pony Contest 


Detroit Creamery & 
Creamery, Detroit, unit 
tional Dairy, is wsing a _ unique 
pony-prize contest for its Seal- 
test homogenized milk. Nine ponies 
have been used to drag around a 
huge milk bottle in the city and 
suburbs calling on schools. One 
pony is given away each week dur- 
ing the contest, which consists of a 
20-30 word essay on why the con- 
testant likes the company’s milk 
The contest is supported by direct 
mail, hand-out folders, radio and 
newspaper insertions. Livingstone- 
Porter-Hicks is the agency. 


Ebling 
of Na- 


‘Adds Lodge to Stat 


Maurice C. Lodge, for the last 
five years with M. E. Harlan, San 
Francisco, has joined D’Evelyn & 
Wadsworth, San Francisco. 
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Gene Shumate. 


rapid 


fire sports an- 


nouncer 
years, 


for 5 
has THE 


sports following in 
Central Iowa. 


Don O'Brien is 


new this season to 


WNAX. 
years 
experience 
WNAX area fans 
like his style. 


the popular sports 
announcer 
handles 
and other 
sports events on 
WMT. 


He has 
sports 
and 


of 


interests. Localized 


5 fine Helen to} h 


2 Ae market. — 


Mac McElroy is 


who 
baseball 
local 


station planning. 


, Coals Stations Getiuse 

they get sports broadcasts aimed at their special _ 
programming has built | 

regular Cowles none Heteners: in this great 


tions individually tuned to the likes of a million 
and a half radio families. You buy active local 
loyalties. You buy regular audience built by. indi- 
—- 


~The Cowles Stations gl tiaad, produc- 


aon coverage — created through the intensive | 
ae “ localiged; gation Reema. 
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ADVERTISING AGE 


October 20, 194) 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Brokers Cooperate in 
Explaining ‘41 Yields 

To the Editor: The enclosed copy 
appeared in the Chicago Tribune to- 
day. It is self explanatory. 


I thought you would be interested | 


in it because it is the first time to 
my knowledge that any attempt has 
been made to sell the most basic 
thing the stock broker can talk 
about, that is the return on 
money from stocks. Net earnings 
important any more on 
taxes—but what your 
actually yields is important. 
GEORGE H. Knott, 

Albert Frank - Guenther Law, 
Inc., Chicago. 


are not so 
account of 
money 


vse? 


Borrelli Points to 
“Untouched Market” 

To the Editor: The letter from 
Mrs. Anne B. Hoban of Philadelphia 
(ADVERTISING AGE, Sept. 8) in ref- 
erence to the foreign market in 
America was very interesting. There 


is a buying market in America 
which is still untouched by the mil- 
lions of dollars spent by Fleisch- 


man’s yeast, Campbell's soups, Gen- 
eral Mills, ete. 

Our government has recognized 
the value of bringing important 
messages to the American citizens 
of foreign extraction. In fact, we 
have all the appeals to buy defense 
bonds, conservation of petroleum 
and safety messages transcribed in 
Italian, Jewish and Polish. The 
government agencies have been 
sending these transcriptions to all 
the stations broadcasting foreign 
programs. Mr. Fly, chairman of 
the Federal Communications Com- 
mission, said a few weeks ago that 
programs in foreign languages 
should be encouraged and should be 


continued by those stations that 
now have them. 

Someone will say, “It is a waste 
of money! The doors of immigra- 
tion were closed more than 20 
years ago, and all those living in 


should be able 
English  lan- 


America at this time 
to understand the 
guage.” 

Nothing could be further from the 
truth! In my opinion (and my 
opinion is based on personal ob- 
servations) these millions of people, 
all loyal American citizens, have 
retained the love for their mother 
tongue. 

There is a vast difference in tell- 
ing a Jew, an Italian or a Pole, in 
English that yeast is good to eat, 
and telling him in his native tongue. 


The story carries more weight—it | 
is better understood. Therefore, | 
say: When a firm, a station or an 


agency says that a certain program 


has 10 million listeners, they are 
probably correct, but have they 
ever tried to find out how many of 


TORO'S RETORT 


a +e stiiain 
- the — d nl 


late! og Comrege wll aleays t 


TORO MANUFACTURING CORPORATION 
MOWING MACHINERY SPECIALISTS FOR OVER 20 YEARS 
MINMEAPOLIS MIMNMESOTA 


There may be “less emphasis on the 
dancing and the filet mignon,’ but golf 
,aand country clubs will be going strong 
during the next century despite wars, Toro 
Manufacturing Corp., Minneapolis, tells 
the sports writers in this page ad in 
Golfdom and other business papers. 


your 


entitled 


JOINT MESSAGE 


STOCK YIELDS ARE 
HIGH TODAY 
QA Message for Jodays Invesin 


Seventeen Chicago stock exchange firms 
join in this public appeal to today’s 
investors to look favorably upon well- 
selected preferred and common stocks. 


the 10 million really understand the 
one-minute commercial for which 
the sponsor pays millions of dollars 
yearly? There is no doubt that 
every listener enjoys the entertain- 
ment part of the program .. . but 

. unless I have been grossly mis- 
informed, the fundamental reason 


for buying time on a station and 
paying the talent is that of selling 


a certain product. A small part of 
any firm’s advertising would bring 
excellent results if it were spent tor 
programs in foreign languages. 
CHARLES J. BORRELLI, 
Borrelli Company, Philadelphia. 


|Editor’s Note: Mrs. Hoban, in 
her letter to ADVERTISING AGE, 
termed herself a mere hausfrau 
now, after many years as a _ busi- 
nesswoman, but said she has studied 
foreign women carefully and finds 


that “they want to ape everything 
American—and given a chance I 
think they will prove a very lucra- 
tive medium for She added 
that many far-seeing agencies see 
the advantage of advertising staple 
products but that they just about 
graze the surface when it comes to 
the foreign women’s field. | 


sales.” 


v v v 

Verboten Terms 

To the Editor: As a subscriber to 
ADVERTISING AGE this Commission 
would like to secure for its library 
a copy of your recent compilation 
“Dictionary of Verboten 
Terms.” 

Otis B. JOHNSON, 
Federal Trade Com- 
Washington, D. C. 


It's Golf—War or 
No War—Says Toro 


To the Editor: It is a current fad 
among the sports writers to take a 


Secretary, 
mission, 


few potshots at the country clubs. 
In their language they are dying, 
dead, delinquent, dilapidated and 


generally speaking—de-lousy. 

As we do a substantial business 
with country clubs and have for the 
past 20 more, it was 
thought some sort of a rebuttal was 
necessary. 

The attached advertisement is the 


years or 


result, and in addition to running 
it in the trade papers, we had it 
proofed and mailed to some 6,000 


golf professionals and greenkeepers. 


K. E. Gort, 


Sales Manager, Toro Manufac- 
turing Corporation, Minne- 
apolis. 


es @ 
English Designers 
Send a Message 

To the Editor: We are attaching a 
copy of a letter turned over to us 
by Mr. W. Warner, RAF, tempor- 
arily stationed at the U. S. Naval 
Air Base, Grosse Isle, Mich 

As the letter indicates, Mr. War- 
ner is a member of the Council of 
the Society of Industrial Artists 
Ltd., and its president, Mr. J. F. 
Price, has asked that during Mr. 
Warner's’ stay in the United States, 
he attempt to encourage 
pondence from American 


corres- 
illustra- 


|of America. 


IS. W. 1, 


tions or individuals—with the 
society. 

I am sure that our English friends 
would be very appreciative of any 
assistance you might be to them in 
getting their message before the 
fraternity of artists and illustrators 
The Society’s address 
is 50 Queen Anne’s Gate, London, 
England. 

Mr. Warner explained to me that 
their society’s purposes are the ad- 
vancement and protection of the in- 
terests of their craftsmen-members, 
and it is their thought that a rela- 
tionship with American 


letter, signed by 


“If we were not, as we are, en- 
gaged in the common task of pro- 
tecting our free way of life, we 
should still be engaged in the com- 
mon task of designing a better ma- 
terial environment for our two 
peoples. We do not forget that de- 
signers in all nations have this same 
common task, and while we do not 
abate anything of our determination 


craftsmen | 
would prove of mutual benefit. The | 
President Price, | 
sends greetings to American artists | 
and adds: 


to defeat authoritarian aggression, 
we look forward eagerly to the day 
when designers everywhere will be 
engaged on that task. 

“In modern conditions the de- 
signer has both more responsibility 
and less freedom than in the days 
of handicraft. It is the work of all 
organizations of professional design- 
ers to spread the sense of responsi- 
bility and to secure more freedom, 
the freedom to determine those 
things that designers are trained to 
understand and to do. This means 


a very high status for désigners, 
and this in turn will demand the 
highest competence and sense of 


public service. We can attain these 
ends, and we will.” 
Thank you for your cooperation. 
C. A. KELSO, 
Overseas Manager, Brooke, 
Smith, French & Dorrance, Inc., 
Detroit. 


se 


Contestant Chides 


Admen for Absence 


To the Editor: 
“news item” 
you publish. 

Three hundred and fifty members 
of the National Contesters Associa- 
tion met Oct. 10-12 at the Stevens 
hotel in Chicago. Those attending 
represented 34 states and hundreds 
of contest clubs throughout the 


I am enclosing a 
I would like to have 


—— 


United States and Canada. 

But there was a missing lip) 
The connection between the adv, 
tiser and consumer, The Advert 
ing World, found it convenien: 


leave town... . they were all caliog 
away suddenly when invited {, 
speak at the banquet. Rather sr 4|) 
of the Advertising World, wa.» 
it? 

Columbus, Ohio, Attention! W ° 


be there next year and we ho; 


0 
make it 1,000 strong! You n 
notify the advertising men, now ty 


disappear 
and 11. 


around October 9, 19. 


HENRY SHELDON, 
2820 N. Rockwell Street, C} 
cago. 


i 


Pa. Dept. of Commerce 


Appreciates Story 

To the Editor: Mr. Philip A 
Streich of The Saturday Eve: ing 
Post has called my attention to the 
Sept. 22 issue of ADVERTISING cr 
in which there is an article a! oyt 
Pennsylvania advertising and a re- 
production of our first advert -e- 
ment. 

I want to express my apprecia’ on 
and thanks for your cooperatio 

MARK S. JAMES, 

Secretary, Department of Con 

merce, Commonwealth of Pen: 

sylvania, Harrisburg. 


The wes \0000-Word Zoleptam./ 


“SA PICTURE IS WORTH 10,000 WORDS 


WESTERN UNION 


ILLUSTRATED 


TELEGRAMS 
Ficline whal you Sell / 


Illustrate your sales Telegrams. 


It will make your “story” 


more effective! 


NUMBER OF MESSAGES 


QUANTITY DISCOUNTS ON LOCAL 
OVERNIGHT TELEGRAMS OF SAME TEXT 


DISCOUNT 


25-50 10% 
51-100 15% 
101-250 20% 


OVER 2000—50% 


plus charges for engravings and printing of illustration 


NUMBER OF MESSAGES DISCOUNT 
251-500 25% 
501-1000 324%2% 

1001-2000 40% 
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LITTLE DEVIL 


for 
in 


new trade character 
made his debut 


Pain, 
liniment, 
newspaper copy last week, with 150-line 


Peter 


Ben Gay 


insertions appearing in key markets. 

The little devil will also be featured in 

radio. advertising. Wm. Esty & Co. 
handles the account. 


‘Peter Pain’ 
to Feature 
Ben-Gay Ads 


New York, Oct. 15.—A diabolical 
little creature called “Peter Pain” 
will be used to dramatize Ben-Gay 
advertising during the next few 
months, with newspaper and radio 
schedules blanketing all important 
markets throughout the country. In 
areas newspaper insertions of 
150 lines will be used weekly, while 
n others one-minute transcriptions 
carry the story of Ben-Gay to 
consumers. 

Newspaper copy, apparently de- 


some 


will 


signed to make Pete one of the 
most hated of names, shows the 
character as a_ grimacing guy 


equipped with a menacing leer as 
well as spikes, hatches and miscel- | 
laneous missiles, all aimed at) 
creating discomfiture. On the air, 
Pete's voice will be disclosed as a 
asp that is entirely consistent with 
physical appearance. In New 
York car cards will supplement the 
ewspaper effort and in Florida 24- 
posters will be used. 
William Esty & Co. is the agency. 


+ 
cet 


Glass Group Urged 
to Ban Odd Sizes 


Undersecretary of Commerce 
Wayne C. Taylor is seeking the 
cooperation of the glass container | 


: 
ndustry in the Bureau of Stan-| 


dards-Office of Production Manage- | 
ment program of simplification and | 
standardization of sizes, shapes and 
capacities of glass receptacles. 

In a letter to the Glass Container 
Association, Mr. Taylor pointed out | 
that “a sensible and timely reduc- 
tion in bottle-sizes, shapes and ca- 
pacities is good management and | 
will be a real contribution to the 
defense effort.” It is estimated that | 
container output could be increased | 


15 per cent without adding to exist- 
ng equipment if shapes and sizes 
ire standardized 


COLUMBIA'S = |. 
STATION | 
FOR THE 

SOUTHWEST | 


AFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office | 


—_— 


Consumecs Show 
Big Preference for 


Soup in Envelopes 


New York, Oct. 14.—Overwhelm- 
ing preference for Continental 
noodle soup mix in envelopes was 
recently voted by consumers in a 
test conducted by Thomas J. Lip- 
ton, Inc., to determine the relative 
appeal of the product when mar- 
keted in cans. The initial experi- 
ment was conducted through dis- 
plays in a group of Long Island 
supermarkets, and it is understood 
that consideration has been given to 
an extension of the tests to South- 
ern markets, using newspaper 
space. 


The selection of envelopes as the 
favored Continental package hardly 
came as a surprise, inasmuch as 
aggressive advertising since the 
product’s introduction has consist- 
ently stressed this feature. Never- 
theless, the experiment produced a 
specific measure of consumer pref- 
erence. 


Six to One 
In one phase of the test, Conti- 
nental noodle soup mix envelopes 


were placed in their regular display 
positions for one month, following 
which the cans were substituted for 
the same period. Housewives bought 
six envelopes for every can. When 
placed side by side in other stores, 
envelopes outsold cans by approxi- 
mately two and a half to one. 


Interviews with consumers who 
had purchased the soup mix in 
either envelopes or cans indicated 


that about 87 per cent had used the 
product previously. Asked why 
they chose the envelope in pref- 
erence to the can, most replied they 
had never tried it in cans or did 
not know it came in cans. The ex- 
perimental can contains the same 
amount of the soup mix as the en- 
velope, and sells for the same price 

It was also reported here this 
week that Continental experi- 
menting with an onion soup as well 
as other flavors. 


IS 


WSTP to McGillvra 

Station WSTP, St. Petersburg, 
has appointed Joseph Hershey Mc- 
Gillvra national representative. 


as 


Distributes Baby Art 


A recent baby foods illustration 
by Maud Tousey Fangel for the 
H. J. Heinz Company, Pittsburgh, 
has aroused enough reader requests 
that the company has run off an 
additional 50,000 and has seen this 
stock completely depleted. The 
company now distributing the 
picture to its dealers in 28 x 42 
size to be used as wall displays in 
promoting Heinz baby foods. 


IS 


Agash Refining Appoints 
Agash Refining Corporation, 
Brooklyn, oils, mayonnaise and 
salad dressing, has appointed Blaine- 
Thompson Company, New York, as 
advertising agency. Newspapers, 


magazines, radio and business 
papers will be scheduled. Albert L. 
Lesser is account executive. 


many media, we take them unawares, when that shell has been 


CRABS ARE OUR MEAT! 


Many of those you might call “old crabs” while at work 
are “real guys” when out on a fishing or hunting trip. 
With the fellows, these “crabs” drop their masks and 
become themselves. 


Yes, it’s a fact! “Crabs” are our specialty. But unlike so 
softened to good humor 


by enjoyment of good sport. 


You'll find SPORTS AFIELD doing a real selling job beside 
many an executive's fireplace, at home or at his hunting camp. 


We like to think that this is the EASY WAY to sell YOUR 


merchandise. 


SPORTS AFIELD is America’s largest selling outdoor magazine 
at more than a nickel -- with the lowest cost-per-thousand for 
The NEW guarantee is 325,000 --- Ata basic rate of 


space. 


$3.08 a page per thousand. 


Why not cash in on this market NOW? 


of a market 
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TRIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 
Total General Retail Dept. Store 
Advertising Advertising Advertising Advertising 
. Ist 6 months Ist 6 months Ist 6 months Ist 6 months 
cal ee 1932 1941 1932 194] 1932 194] 1932 194] 
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paper over the Tribune 
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HOSIERY... CORSETS . 


Chicago retailers recognize the Tribune’s remarkable ability to get volume 


i 


buying action from women, When it comes to ad- 
vertising their women-appeal products, they place 
the largest proportion of their expenditures in the 
Tribune. 

Chicago department stores, for instance, spent 
55° of their newspaper appropriations for adver- 
tising hosiery, corsets and brassieres, in the Tribune, 
during the first 6 months of 1941. (See other im- 
portant classifications below.) 

Chicago's largest constant audience of women 
depends upon the Tribune for daily buying informa 


.. AND BRASSIERES 


tion, With over 1,000,000 total net paid circulation 
every day of the week, the Tribune delivers from 
630,000 to 660,000 more daily circulation than other 
Chicago daily newspapers, and from 275,000. to 
735,000 more Sunday circulation than other Chicago 
Sunday newspapers. 


Remember... when you can have more, why take 
less? Get fast, volume buying action from Chicago 
women with the Tribune. Put the Tribune at the 
top of your list! 

Tribune advertising rates per L0O,000 circulation 
ure among the lowest in the country. 


Pet 


WOMEN’S SHOES... . 58% 


Because the Tribune gets greater buying action from 


NESTICS AND BEDDING... 54% 


‘une is the daily buying guide of Chicago’s largest 


INFANTS’ WEAR... . 52% 


Chicago department stores know that the Tribune reaches 


‘audicnee of women. Knowing this, Chicago de- Chicago’s largest constant women audience, Consequently, women, Chicago department stores and specialty shops 


‘stores during the first 6 months of 1941 spent in during the first 6 months of 1941, these retailers awarded during the first 6 months of 1941 placed in the Tribune 
ine o lo of their total appropriations for adver- the Tribune 52° of the money they expended for infants’ 58° of their total expenditures for advertising women’s 


mestics and bedding in Chicago newspapers. wear newspaper advertising. shoes in Chicago newspapers. 


Total net paid 
circulation now in excess ire 
of 1,000,000 every day ee 
of the week 


Tribune 


RST NEWSPAPER 
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il and Aviation Lead 


Oklahoma City Defense Work 


Flying Fields, Repair De- 
pots Add to City's Pay- 
rolls 

By ERNEST W. FAIR 


Oklahoma City, Oct. 16.—It’s all 
aviation and oil in Oklahoma City 
as far as defense is concerned, al- 
though countless other types of in- 
dustry are beginning to show un- 
usual signs of life. Aviation hogs the | 
spotlight, with infant aerial devel- 
opments springing to huge size on 
all sides, and the oil fields again 
humming with activity as the re- 
sult of increased demand for petro- 
leum products. Other industries 
have expanded less noticeably, but 
have nevertheless added to the gen- 
eral upsurge. 

Evidence of the increased inflow 
of money as a result of these activi- 
ties, chiefly in taking up unemploy- 
ment slack in the area, was at hand | 
as long ago as last June, when fig- | 
ures showed an increase of 14 per | 
cent in department store sales; au- 
tomobile sales up around 21 per 
cent; drug sales up four per cent; | 
furniture up six per cent and jew- | 
elry up 10 per cent. Most of these} 
indexes have risen since. 

Even with sharp reductions in 
government payments, cash farm 
income in Oklahoma for the first 
two months of 1941 showed a 12.6 
per cent rise over the same two 
months of 1940 and Oklahoma City, 
more or the wholesale center 
of the state, is feeling this boom in 
agricultural spending money. Hog 
prices especially are higher 


less 


Oil and Gas Prices Up 


Prices of crude oil and gasoline 
show more strength than for some 
time. Flour milling is also more 
active and meat packing is in larger 
volume. Coal output and zine ship- 
ments of the state have been very 


large. Construction is fully a third 
ahead of last year. 

Latest total figures of govern- 
ment contracts awarded in the area 
added up to more than $450,000,000, 
with Oklahoma City getting a sub- 
stantial portion of this amount. 

Oklahoma City’s current boom be- 
gan with location of the Will Rogers 
army air base adjacent to the mu- 
nicipal airport. Its 7,000 foot, 150- 
foot wide runway accommodates 
both bombardment and reconnais- 
ance squadrons, and some 4,000 men 
will be quartered there at all times. 


Set Up Revolving Fund 


Establishment of the base was 
due in part to the foresight of Okla- 
homa business men who organized 


| will go even 


sembly plant for assembly of four- 
motored bombers, on a site north- 
west of the city, will bear results 
shortly. 


To Be Service Center 


The $16,000,000 repair center is to 
be built five miles southeast of 
Oklahoma City and will serve as 
the service center of all government 
owned planes and bombers of this 
region. It will be the seventh Air 
Corps depot in the United States 
when it is completed. It will in- 
clude 1,400 acres of land in imme- 
diate operation with 800 additional 
acres for expansion. The construc- 
tion total is expected to reach $16,- 
000,000 and indications are that it 
higher. Included will 


OIL REFINERY TOWER IN THE 


MAKING 


An X-ray machine at work on a large refinery tower is shown in this company 


photograph of the steel shop of Black 


, Sivalls & Bryson, Inc., Oklahoma City. 


an Industries Foundation, subscribed 
$300,000 as a revolving fund and 
secured options on sites. This same 
“community push” brought an army 
cadet flying school and a $16,000,000 
Air Corps Repair Center to the 
city’s environs, and indications are 
that efforts to secure a bomber as- 


AKRON 


BEACON JOURNAL 
CIRCULATION 


Average Net Paid Cireu 
lation for periods noted 


Monthof Sept. 1938 


6 Months Period 
nding St pt.80,1939 


6 Months Period 
Ending Se pt.30, 1940 


6 Months Period 
EendingSe pt.30,1941 


NET GAIN FOR 
} YEAR PERIOD 


Month of Sept. 1941 


AKRON BEAC 


New York. Philadelphia. Chicago. 


* 
oe” 


Represented by: Story, Brooks & Finley 


These figures tell the story 


more than 


convincingly 
words... . 


DAILY 
95,544 


97,391 
101,158 
107,493 


SUNDAY 
61,460 


69,171 
17,470 
87,012 


11,909 25,552 
108,741 90,162 


ON JOURNAL 


Cleveland, Los Angeles, Atlanta 


be four hangars 250 by 800 feet, as 
well as permanent depot buildings, 
warehouses, service units, and four 
runways, one 7,000 feet long and 
three 6,000 feet long, built to with- 
stand the impact of 100-ton ships. 

It will have a flying field with 
quarters and barracks for 350 of- 
ficers and enlisted men. fore than 
3,500 civilian employes are expected 
to be needed for the work there 
and schools are now being set up 
for their training. 


Takes Over Field 


The Army also plans on taking 
over the entire Municipal airport, 
adjoining its present Will Rogers 
|Field. Some $1,738,460 has already 
been expended on this field and an 
additional $500,000 is expected to be 


spent immediately for improve- 
ments. From an original 150 offi- 
cers and 2,500 enlisted men _ the 
number to be brought here under 
present plans are 350 officers and 
4,200 enlisted men. It has been 
figured that this field alone will 


bring some $3,000,000 annually in 
|/new payrolls to the city. 

The Oklahoma Air College at 
Cimarron Field, northwest of the 
icity, was constructed at a cost of 


OIL BOOMS OKLAHOMA CITY TRADE 


ee 


Oil derricks which spell a large part of increasing defense work in the Oklahor 
capital are shown in this general air view. 


$250,000 and has a capacity of more 
than 400 students. 

The Oklahoma City Chamber of 
Commerce estimates that the al- 
ready-established defense units are 
adding $13,000,000 to the city’s pay- 
roll. The Air College is ticketed for 
$360,000 per year, the Air Corp Base 
has a present payroll of around $1,- 
560,000 and the Air Depot will have 
a $4,850,000 payroll. Of fhis total 
more than $5,000,000 will be per- 
manent, according to plans of the 
Army. 

Special projects necessary for 
highway construction and city street 
imprevements are roughly esti- 
mated at $1,250,000 in probable ex- 
penditures; the CCC state motor 
repair shop recently allocated to 
Oklahoma City will have an esti- 
mated construction of $80,000; 
the training project to be set up un- 
der NYA will probably reach about 
$300,000. In actual construction 
costs without estimated expansion, 
Oklahoma City’s present projects 
add up to well over $20,000,000. 


cost 


Petroleum Boom On 


The second phase of Oklahoma 
City’s boom is in the petroleum in- 
dustry where activity is gradually 
stepping up in not only production 
of crude oil from present wells but 
in a search for new fields. The 


priority given raw materials is also | 
. | bered 


creating booms in used oil field 
equipment; every well having any 
pipe worth the “jerking” is being 
denuded of its now useless pipe and 
all that can be salvaged is being put 


back into the ground in the new 
wells. 
Oil prices are creeping upward 


gradually and show all signs of 
reaching new levels for recent years 
as defense, industrial and armed 
force needs are calling for more 
and more crude. This has also been 
bringing some increases in payrolls 


| tivity 


new machinery they are able to 
obtain and getting set to proc ic¢ 
not only defense materials ut 
also the needs of the home ma) <et 
as well; a home market that is | x- 
pected to show a considerable bi 1m 
within the next six months. 


Business Indexes Up 


According to the Oklahoma BP: |\- 
ness Bulletin of the University of 
Oklahoma, advances in business  c- 
and economic condition; 
Oklahoma were general during ‘\e 
first quarter of 1941, with conti: u- 
ation of the upward trend of 1910 
Farmers’ cash income from mark: t- 
ing of chief agricultural products in 
January was $12,900,000 or 32 
cent more than the same month t 
year. Succeeding months’ fig 
have shown similar increases 

Although later months have shx 
even higher increases, let’s look 
Oklahoma City’s business figu 
for April as an indication of | 
things are going: bank debits wer: 
$127,205,764.33, compared with | 
year’s $100,794,200; building perm)! 
were $551,135, to bring the total of 
the year to that date to $1,865,991 
as compared with $1,696,378 a y« 
ago; water meters numbered 39,300 


ja year ago 38,017; there were 49.- 


‘loan business, both on 


389 active gas meters, and a ye 
ago 47,747; electric meters num- 
59,167, a year ago 57,548 
telephones 61,716, a year ago 59,460; 
postal receipts, $164,931, a year ago 
$158,480. 

An indication of booming business 
conditions is the increase in small 
the part of 
companies established under the new 
State Loan Law which prohibit 
loan-shark operations and of local 
banks which have been pushing 


|small loan business strongly during 


in the all-important petroleum in- | 


dustry. 
all major oil companies announced 


10 to 15 per cent pay increases for 


all employes in the state. 

Little business is feeling fhe ef- 
fects of the boom in all its branches. 
A score or more of local factories 
which were practically dark two 
years ago are today installing what 


NEW OKLAHOMA AIR BASE 


lf 
// f? 
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An airman snapped this view of construction at the costly Will Rogers Air Corps 


Base at Oklahoma 


City. 


Late in September nearly | 


the last few months. 
See Solid Foundation 


Theater business continues to be 
better 


than average, with summer 
boxoffice grosses showing  bigze! 
spurts in neighborhood theaters 
than at the downtown deluxe 


|houses, despite the fact that Okla- 


| 


homa City has had a neighborhood 
theater building spurt which local 


theater men assert has overse:ted 
Oklahoma City by almost 25 pet! 
cent. 


Local business men are pleased 
rather than annoyed, at the mun- 
ner in which business activity 


expanded. With no. outstancing 
single mammoth defense indi y 
to cause great excitement 


in ¢ 
community, but rather with a 
titude of smaller enterprises g¢ . 
more and more business, the) 
sert that general conditions ar 
tremely sound here, and bu 
can be expected to expand fi 
indefinite period. 


— 


EXCLUSIVE STATE FRANCHIS 5S 
AVAILABLE FOR 
SENSATIONAL NEW NATION ‘lL 
ADVERTISING MEDIUM 


experi 


Box 3501, ADVERTISING AGE 
Chicago, Ill. 
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=> for the story behind this story see 
page 22 of Advertising Age today! 
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Biddle Okays Consumer | 
Division Program | 

Attorney General Francis Biddle | 
has approved the simplification and 
standardization program of the con- 
sumer division, Office of Price 
Administration. In accordance with 
the general plan adopted last April, 
conflicts with anti-trust laws are to 
be avoided by submitting coopera- 
tive projects to the Department of 
Justice in advance of adoption. 

Several industry-wide standardi- 
zation projects are now being de- 
vised and Justice Department ap- 
proval was sought to guard against 
possible monopoly charges. 


Adds New York Office 


Post & Johnson, Hartford, has 
opened an office in New York at 
342 Madison avenue. The com- 
pany’s name was formerly Post & 
Yalden. 


Offers Defense Prizes 

General American Life Insurance 
Company, St. Louis, is offering | 
salesmen defense bonds and stamps | 
as prizes in its October contest. 


j The XMAS GIFT They'll REMEMBER! | 


EVERFEED 


REPEATING PENCIL 


There's real 
appeal in the 
new-style, pat 
ented EVER 
FEED the | 
handy pencil 
that loads } 
itself! Feeds 
leads auto 
matically... 
immediately! 
One loading 
writes 04,000 
words enough « 
for a year. ~ 
! YEAR 

GUARANTEE, Comes in Black Pyra 
lin or pearl, trimmed with chromium. 
An outstanding. long - remembered 
gift... YET THE COST IS EX 
CEPTIONALLY LOW! Your. firm 
name imprinted FREE. Write for 
sample and low quantity prices. 
Specify quantity. 


PROMOTIONAL PRODUCTS CO. 


Direct Factory Representatives 


220 FIFTH AVE., NEW YORK CITY 


new pout’ 
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| and 
|/men who rely on competition rather 


Food Chain Men 
Warned of Anti- 


Trust Complaints 


Arnold Aide Lists Com- 
plaints; Industry Told to 
Check Prices 


Chicago, Oct. 15.— The National 
Association of Food Chains heard a 
frank, cards-on-the-table speech by 
Holmes Baldridge, chief of the trial 
section, anti-trust division, Depart- 
ment of Justice, at its annual con- 
vention here today in which Thur- 
man Arnold’s aide stated govern- 
ment objectives in the 
tion of chain food distributors, and 
then reeled off the list of complaints 
which the department is currently 
investigating. 

The objective of the government’s 
food program, Mr. Baldridge said, 
is a better diet for consumers, larger 
grower incomes and a_ prosperous 
assured future for business 


than monopoly. He charged that 
the food industry generally has not 
accomplished these aims, citing the 
number of rejected draftees and 
other evidences of malnutrition 


among the low income groups and| followed, Mr. Baldridge said, by | 
farmers who were forced to sell| shuffling nationally advertised prod- | 
that the | 
thus were forced into bankruptcy. | advantage lay with private brands. | 
independents did not re-| 


their crops at distress prices and 
This investigation, he said, would 
be the second wide-spread investi- 
gation undertaken by the depart- 
ment. The first was housing, and 
food is second only to rent in most 


budgets. 
Size Not Factor 


It was natural that chains be in- 


vestigated, he declared, because of 


the 11 billion dollars spent annually 
in America for food, four million is 
spent in chain food stores, and of 


this four million, 65 per cent is 
spent in seven chains. Here Mr. 
Baldridge affirmed the sentiments 


investiga- | 


P-s-t! ... to Sell the 
Tri- 
Need that “Inside Pull’. 


City Market You 


“THE PERFECTLY 
BALANCED MARKET" 
Worlds 


Farm Ime 
f ‘ 
too 
Greatest Arsena 


mn INndustra payr | tota 


y nearly a BILLION DOL why 
LARS annually TX 
GETHER WITH 52 of 
the Nation's richest farm- We 
nq unties. now t mina 
with ¢ sg f 
pr duction 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


f hours daily. 


handy . . 


Basic Mutual Network Outlet 


“Inside Pull” ®& a mighty helpful thing to 
have boosting your product . . 


. especially 


when vou have the “flush” Tri-City market 
at stake. 

> family” in 
L74bat 


eullse, for 


We're 


every 


a regular “part of the 
home in this area of 
That's be- 
THE SINGLE 
000-watt service 18 


prosperous people. 
them. we are 
faithful 

“Outside” voices register all 


lightly compared with this “right-at- 


home” listening preference. Reason enough 


your message on WHBF has that all- 


important “INSIDE PULL.” 


have the proof— you'll want to have it 


. write! 


Howard H. Wilson Co., 
National Representatives 


FULL TIME 1270 K C 


THE 5000 WATT 
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‘of his chief, Thurman Arnold, that 


|size alone is not a factor in trust 
proceedings. If size operates foe 
| efficiency, and if the efficiency 
passes along savings to the con- 
sumers, then size itself is no ob- 
| jection. The test, in his opinion, 
lies in whether or not the savings 
are passed along to the consumer. 
No so reassuring to the chain men 
was his statement that 80 per cent 
of chain profit is made in inter- 
mediate steps prior to retail sales. 
How much of this, he asked, should 
be passed along to the consumer, 
along with the portion of the 20 
| per cent gained in over-the-counter 
transactions? 
| Some of the 80 per cent profit in 
intermediary steps, he said, may 
have been gained through coercive 
buying practices: chain-operated 
commission services, financing 
| growers at exorbitant prices, buy- 
ing at one grade and selling at an- 
|other, and buying and shipment of 
| produce calculated to manipulate 
the market to the disadvantage of 
growers and independent retailers. 


| Objectionable — selling practices 
\listed by Mr. Baldridge included 
|much of interest to advertising 
'men. Complaints have been re- 


|}ceived, he said, of chains being 
| given advertising allowances by na- 
tional advertisers and then sub- 
‘merging the nationally advertised 


brand under private brands in store | 


advertising, perhaps with bare men- 
tion of the product name. This was 


ucts on store shelves so 
He said 
ceive such allowances. He did not 
mention one perennial sore spot in 
chain food advertising—stores bill- 
ing advertiser at national rates, and 
placing advertising at local rates. 


Media Intimidated 


Further, the anti-trust chief said, 
'reports have come to his attention 
alleging that advertising media 
have been threatened with with- 
drawal of chain advertising if ad- 
vertising of competitors was car- 
ried. Other selling complaints re- 
cited were sales below cost in one 
area to drive out competition and 
|raised prices in another non-com- 
petitive sector to effset the loss— 
| (this practice, the Arnold aide ad- 
/mitted, was not confined to food 
'chains); sale of private brands be- 
low cost to destroy established na- 
tionally advertised brands; and the 
division of territories. 
| tion with territories, Mr. Baldridge 
‘asserted that, even though it may 
| be purely coincidental, chain terri- 


| 


| fortes do not overlap—each chain 
| has its own territory. 
| Turning to the state fair trade 


and unfair practice laws which he 
| said are “misused” so that the ver- 
| tical price-fixing which they legal- 
ize is often converted into hori- 
zontal and _ illegal 
j}reminded his audience that the 
Justice Department has  recom- 
mended repeal of the Miller-Tyd- 
ings enabling act. 


The Second Dose 


The Baldridge speech was the 
second dose of government advice 
|} to food distributors. The first was 
administered Tuesday by Douglas 
C. MacKeachie, director of pur- 


chases for the Office of Production | 


Management. 


The OPM official told distributors | 


that defense would come first, and 


that it would be necessary for them 
to “strip down to essentials, cut out | 


the frills, and do your job as simply 
as you can.” He warned that when 
products have reached a point of 
“fair and just return” prices must 
be stabilized He conceded that 
prices were at “a very low level” 
when the defense program began 
but said that it was the duty of dis- 
tributors to curb the price spiral. 


OPM May Stabilize Prices 


He urged that speculative buying 
be discarded during this period, 
saying that there is no surer way 
of inducing a price rise. Wage in- 
creases, he noted, invariably follow 

He asked coopera- 


Voice of the Tri-Cities 3... 
tion with the government, and then 


ROCK ISLAND + DAVENPORT - MOLINE 


declared “it is not going too far to 
say frankly that the action of the 


In connec- 


price-fixing, he | 


| 


NAEA GROUPS AT CHICAGO MEETING 


i 


In this quintet (left to right) are A. H. Williams, Argus, Rock Island, Ill.; Harc 

B. Burtt, Herald, Grand Rapids, Mich.; J. F. Hladky, Gazette, Cedar Rapids, | 

George Horton, Scripps-Howard Newspapers, Chicago; Frank Losch, Pittsbu: .) 
Press. 


oh aes +. i 68: 


In friendly fashion Ben L. Brockman (left 10 right), and P. L. Henriquez, St. Lou's 
Post-Dispatch, outnumber Grant Stone, Cleveland Press, two to one. 


food industry itself will ultimately 
|determine whether or not price 
|controls must be applied in this 
|field. The Office of Production 
Management is absolutely de- 
| termined to do all it can to stabilize 
| food prices. If the food distribution 
| industry fails to do its full share to 
keep those prices stable you may 
be very sure that formal action will 
follow.” 

He placed much emphasis on the 
necessity of lowered costs in food 
distribution, and much of the con- 
vention talk centered on this point. 
President John A. Logan pointed to 
the achievement of the chains in 
| lowering costs 18 per cent from 1933 
ito 1941. 


Adds Bennett Ryan 

Bennett Y. Ryan, formerly with 
|}Hearst Publications, has joined Van 
|Dolen-Givaudan & Masseck, New 
York, as account executive. 


Joins Ritchie Studio 

Matt Farrell, industrial photog- 
rapher, has joined Robert Yarnall 
Ritchie, New York. 


To Direct WNBT 

Alfred H. Morton, vice-president 
of National Broadcasting Company's 
television division, has been named 
to supervise all television programs 
now being transmitted over station 
WNBT, New York. Warren Wace, 
NBC television producer, has been 
named executive producer, and Ar- 
thur Hungerford, formerly in charge 
of NBC film television, has been 
appointed business manager. 


Bayuk Cigars, Inc., Philadelphia, 
has released its fall newspape: 
campaign for Phillies cigars. Copy 
| will continue to stress the “Ameri- 


ca’s No. 1 Cigar” theme. Ivey & 
|Ellington, Philadelphia, is the 
agency. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
' CHICAG® 
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Safeway Stores 


programs is “discouraged” because 
the use of all is 


lowest prices’ and expresses the be- 


Noting that this provides for “meet- 


KOW to CBS 


“too expensive”) lief that a cooperative effort to ing the competitor’s price, and not 7 “ — . 
and the use of one in preference to establish this basis “will tend to leading it,” Safeway declares its in- earn ay wk wy gh eno ne he 
. . another results in the loss of good) reduce the cost of distribution and/ tention of observing laws which ae y ie: "1942. saluber cue 
D avows Private “i ee make it illegal to cut prices “‘with| tion KSFO, San Francisco, as the 
iS In discussing manufacturers’ ; . 


Will Meet Competition 


intent to injure or destroy competi- 


CBS outlet in that area. 


P price structures, Safeway expresses tion’”’ and to “follow a policy of ——_———_— 
! full accord with the Robinson-Pat- The basic principle of Safeway’s| live and let live.” A “reasonable (20 “ye : 
Loss Leaders man Act and consequently “prefers pricing policy is to fix prices at the; per cent) mark-up over landed Starts V Ad Series 
to deal with manufacturers and) “lowest point that will yield a rea-| warehouse cost on all fresh Benzoline Gasoline, West Haven, 


Advertising Policy to 
Use Newspapers, Not 
Shopping News 


processors whose price structures 
are not discriminatory.” Differences 
in the cost of manufacture, sale or 
delivery to Safeway stores should 
be recognized, however, in setting 


sonable profit’ but modifications are 
necessary in order to offset the mis- 
leading effect on consumers of com- 
petitors’ “loss leaders.” For this 
reason, Safeway will “meet the low- 


fruits 
and vegetables” will be maintained 
“except where it is necessary to 
meet competition.” 


Christie in New Post 


Conn., is using a series of insertions 
capitalizing on the “V” campaign 
on behalf of its new fuel, Benzoline 
Victory gasoline. 


Buys Radio Station 


: 


prices. As the basis for price, Safe- est price of every competitor item Pigeeeee gies : Pap A : P 
New Yerk, Oct. 15.—With Safe-| way looks forward to the “adoption | by item, day by day, and town by|,, Austin F. Christie, formerly a Station CFCT, Victoria, B. C., has . 
way Stores, Inc., becoming an in-| of the car-load or truck-load unit.| town.” ~ |the advertising staff of the Wall. been purchased by the Victoria 


creasingly important factor in the 


sold and delivered to one customer 


In this connection, Safeway 
describes its practice of considering 


Street Journal, New York, will rep- 


Daily Colonist, and a corporation to 


: nll 4 . resent that paper in Michigan and | be known as Island Broadcasting 
Eastern market, national advertis- | at one destination, as the basis upon “each town or marketirg area. . “7 - 


, - Ohio, with headquarters in the! Company, Ltd., has been formed to 
ers looked with renewed interest which manufacturers will fix their as a separate pricing problem.”| Murphy bldg., Detroit. operate the station. 
this week on the chain’s disavowal : 
of “loss leaders” and similar prac- 
tices in the promotion of its private : _ 
brands. and 

This statement of company policy 


was made coincidental with the ex- 
pansion of Safeway’s operations in 
the Eastern area by the addition of 
National Grocery Company’s 84 
self-service stores in New Jersey 
and Staten Island, bringing its total 
number of outlets throughout the 
country to more than 3,100. First 
hint that the chain might become a 
competitor of importance in this 
area came in February when Safe- 
way put its name on the 275 Sani- 


The men and ~_* | 
of 1840 who de- | 
fied hostile Indians, i. 


a9) TS 
ns and rive 
ountaims 
leserts, ™ - mjoration 10 
trackless ¢ vat overland ima eile fields 
in their gre eking more fertire 


tary stores it had owned for some the West were si Today the wides prea® 
time in Virginia, Maryland and d heaper and. * continent are 
Washington, D. C., and then fol- ana € ities of our entire hese first 
lowed up this move with the pur- oO portum us because of tr 
chase of the 500 Daniel Reeves open to all of 
stores (ADVERTISING AGE, June 9). , ee. im por- 
In “Safeway Policies,” prepared neil cular but of equal oon 5 
for distribution to the trade, the Less specta the many pronee ° 
chain makes clear that it will com- tance have been lustry and Com 
pete for consumer patronage with - wements in Inc ee no recent 
nationally advertised brands but achieve? ia field O printing Vf the 
that it will base the prices of its merce. In the the jm portance ¢ line 
private brands on “honest costs” pent exceeds olidatec of an 
and not price them lower than com- ¢ | yment by Cons cobinn the reac 5) 
peting brands “unless the price dif- deve of} vers price wilt 
ference actual 


O coated pa 


is justified by cost } 
of even moe € 


difference” or competing promoters 
= make prices to freeze or discourage 
{ competition. Expressing opposition 
to unfair pricing, “loss leaders,” ad- 


st printing bud gels. 


will not use its position as retailer 
to give its brands unfair preferred 
treatment over brands of competing 
brand promoters.” 


vertising allowances and substitu-| » : ' 

tions of private for competitive | we 7 J * ‘» ie 

brands, Safeway declares that it Sygglaar’. - eee % ‘ ea ee 
a : : ‘ . t : ‘ ere ss 

‘ a“ . X ° 


Against Free Distribution 
In setting forth its advertising 
policy, the chain takes a_ stand 
against “free distribution papers.” 
Describing newspapers as its “pri- 


Consoledalled wit Féyers 


mary medium,” Safeway says that 
“no attempt should be made _ to AT U N CO ATE D PA PE Pp K | CE 5 
force papers to quote — special 


prices.” Handbills should be used 
only in special cases and advertis- 


ing in church, fraternal and other 


00 


When the turn of the century brought halftone engravings to the art of 
printing it also brought a problem. . . paper! Fine halftones demand the 
use of a coated paper, capable of reproducing clearly all their fine details 
and a myriad of tone gradations. Yet to many an advertiser, publisher, 
and printer the high cost of such coated paper made its use impractical. 


Roserre AOventi« “ 


On this particular job the advertising aa ee 
agency advised that results were as " 
sharp and clean as though a No. 1 
Enamel had been used . . . yet the cost 


It was natural, therefore, that paper 
makers should have visions of a finely 
eoated enamel which could be sold at 
a price low enough for every budget. 


S*CONO srage, 


he med D4 


4, 194 
A half dozen years ago that dream of Consolidated Coated is no higher 
: ; O81 dated eter roe 
came true in the Consolidated mills than an average uncoated paper. "i*consin Rapids, mon’ © Pape 
. resulting in a line of finely coated wanttenon: 
papers at uncoated paper prices. Stocked and sold by leading paper € rong” .™*.*t Ql reluctens « 
" . ‘ merchants, Consolidated Coated “ffairs take , un on re Ae a. ings 
From the first, it was predestined that ; » Petter Chan expectes” 
h id I Papers are available in the important Problem was ; 
5 apers , a > sue aC. es A mMentity, o« : ace an BA “ 
oucm papers Would secure UnusuA FEC cities throughout the nation. Among be the use op gt Sinimun cost. ¢, °F * 1 
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an outstanding New York advertising for most every purpose. We suggest capareee Printer, inemsers, 
« > , ¢ mere 2 - P P . thead — MMi llir ‘ . 4 with the sto 
me agency is typical of many hundreds you acquaint yourself with their * The result tolls cp Te? Pith we, pronke Mae 
4 %. ‘ q Sy ad 2 ; © story v Oe went 
: a 4 praising Consolidated Coated. quality and economy. tne 91 iM? than 800 sheets 
* re. my od forms requires” "T® Spoile : 
ean , t+ ai er, ¢ — “rad - the Jot = te running 
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ONSOLIDATED WATER POWER & PAPER. COMPANY 


: ee s, Be er . 
7 ‘ Be : >, 
i ie ae at : oar 
rs 4 a oh % ose! ie? i : - 
«= ; -¢ i s a1. “ogee ae ak ‘are 4 a 
S 2 en bs £2 eM gS # 
= ¥? = Ht 6, 


PE ee = 
PC 4 
_ - 
Fist” 3 
tee oe 8 OO ae 
» a Se me ly , 
a. s ‘ ce Ne <a 4 j ~% 3 i - tne 
NS SA Ee 
eg an F 
Boss | sith sa AAS : 
“oa, ' oe ) mM oes ma. a % = 
OM ch AS me | 
ee = a * a en, ee a. “ \ “. ¥ Oy é . | oS 4 
La . t ™® » <a a 
. ~ : te bau *s woe hy ‘a os 
| FAMOUS BRE il 
N is iad 
ee ie SCC i 
Oe Log . 
MODER a 
ese PROD CTIO E | 
Coaled P wy 7 
| Conled ae 
ovnamit p “ 
SUBJECTS : 
i 
KAUFMANN FABRY fe z om — | 
a lti(‘(‘(é é;]!”;*~*~*é*é*‘CTT 
——  —= 
wee : ae rs ia EA a St 


26 


ADVERTISING AGE 


October 20, 194) 


Impregnole Opens 
First Concerted 
Magazine Drive 


New York, Oct. 15.—Impelled by 
steadily rising sales to increase its 
advertising appropriation, Impreg- 
nole Corporation has launched the 
first concerted magazine campaign 
for its water-repellent process. Pro- 
motion has been limited chiefly to 
business papers and cooperative ad- 


vertising with garment manufac- 
turers. 

Making a bid for consumer rec- 
ognition, copy features the tag 
which is attached to all garments 


treated by the Impregnole process 
and the fact that it is the only 
process that’s “laboratory-certified.” 
Topped by the caption, ‘“‘Weather- 
sealed by Impregnole,” the tag is 
illustrated by a drawing of a seal 
and bears a registered number. 
According to Impregnole, before 


a manufacturer can use the water- | 


YOU'RE 
ENTITLED TO 


A BONUS 
and you get it on KXYZ-KRIS 


You “veteran” 
advertiser to share in our Bonus Point 
Advertising. 


don't have to be a 


This extra dividend goes 


to every advertiser on these twin sta 


tions. Combination rates mean an 


other too. Investigate. Drop 


us a line and we'll tell all. 


National Representatives: THE BRANHAM CO 


Saving, 


ple 
Cc 


repellent process, the fabric of his 
garments and the method by which 
the process will be applied at the 
mill are tested. The 
number marks a certain lot of gar- 
ments whose fabric has been regis- 
tered and tested in the Impregnole 
laboratories where a complete file 


is kept for reference in the event} 


of complaints. 

Copy brings this story to the con- 
sumer as follows: “Ask for this la- 
bel when you buy children’s, men’s 


or women’s rain, ski, snow or 
sportswear. Note its registration | 
number. It’s your assurance that | 
the fabric is laboratory check- 


tested for its superior water-repel- 
lent and snow-resistant qualities.” 

Insertions are scheduled to appear 
until September of next year in 
Esquire, Field & Stream, Good 
Housekeeping, Life, Mademoiselle 
and Parents’ Magazine. Beacon 
Advertising Agency directs the ac- 
count. 


Washer Industry to 
Get Special Help 

The household washer and ironer 
industry has been certified en masse 
by the Office of Production 
agement for special treatment in 
view of production curtailments im- 


posed to conserve defense materials. | 


It is the first industry-wide certifi- 


cation since OPM and the armed 
forces adopted the procurement 
policy of reducing’ dislocations 


among non-defense work by spread- 
ing armament orders. 

Thirty-four companies are in- 
cluded in the program. Three of 
them, Easy Washing Machine Cor- 
poration, Syracuse, Apex Electrical 
Mfg. Company, Cleveland, and 
Nineteen Hundred Corporation, St. 
Joseph, Mich., were certified as 
capable of handling prime contracts 
and will farm out orders to the 
others. A survey showed the indus- 
try capable of producing 17 differ- 
ent defense items. 

Appoint Les Finkel 

| Les Lewis Finkel, Advertising, 
Los Angeles, has been appointed to 
direct the advertising of Morse & 
| Morse, Business Equipment Service, 
Hollywood Fashion Previews, all of 
|Los Angeles, and General Contest 
| Bureau, Duluth, Minn. 


In November, 1939, the 
CALIFORNIA FRUIT 
GROWERS EXCHANGE 
specified WMBD as a 


VITAL, ADDITIONAL out- 
let for their program, 
“Hedda Hopper’s  Holly- 
wood,” advertising SUN- 


KIST ORANGES and LEM- 


ONS. This program is still 
running on WMBD. Sig- 
nificant—when only WMBD 


and one other station were 
specified outside the Basic 
Network group. 


Here’s Why... 


WMBD has established GOOD WILL with 


become 
over 


the family budget-keepers— has 
three-to-one women’s favorite 


a 


other 


competitive stations heard in the busy in- 
dustrial and thriving agricultural popula- 


tion of “Peoriarea.” 


This good will has 


been created by personalities and pro- 
grams which appeal strongly to house- 
wives. Add these helpful, local — 
programs to popular 
" network features and S$ 
; FREE & you'll understand 5000 wats wicht 
PETERS. f4¢.) why WMBD is list- WA 
Excuse Natromal ened to by so many 
apuate housewives. % 


registration | 


Man- | 


OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
———1941—-—,, ———-1940-—— 1941——_. ——-1940 
Pages Lines Pages’ Lines Pages Lines Pages he 
GENERAL Photoplay & Movie Mirror 
*Ace Fiction Group 11.2 2,516 9.0 2,006 (Mac) 5 eae et 38.5 16,520 53.0 ; 
|American ....... 28.5 12,217 40.1 17,193 | Radio Mirror (Mac) 26.2 11,224 26.2 
|*American Forests tea 2,800 7.8 3,430 | Romantic Story (F) 24.5 10,281 24.2 
| American Home ; 57.0 36,029 60.2 38,056 | Screenland , 25.2 10,798 23.0 9 
|American Legion ... 9.1 3,905 10.8 4,628 | Screen Life (F) ‘i 34.1 14,328 28.1 9 
lArts & Decoration Screen Romances (M M) 31.4 13,477 27.7 1 
(Combined with Spur).... . err Silver Screen : 25.2 10,798 23.0 > 
, RE Sar eee , 2A 1,452 0 862 | True Confessions (F)... 30.8 12,940 31.6 a 
| Better Homes & Gardens. 69.1 13,663 56.7 35,806 | True Experiences (Mac) 29.5 12,670 32.9 os 
sig Seven Group : > “hein. -Gee wae True Love & Romance (Mac) 28.9 12,376 29.0 ‘ 
| Boy’s Life ... . 14.0 9,516 14.9 10,121 | True Story . 48.1 20,651 51.5 
\Child Life . 6.8 2,929 8.0 3,445 | Vogue eae .147.3 93,081 140.5 - 
Christian Herald 10.2 S240 20.4 8.739 | Woman's Day weeeererr 12,470 23.6 2 
Columbia . ‘a 4.4 2,958 3.7 2.502 | Woman's Home Companion.. 74.4 50,565 63.8 Q 
| Cosmopolitan 51.7 22,197 51.8 23.39 Your Charm 24.7 10,583 17.1 
Country Life : . 20.0 13,468 24.3 16,309 — eee -_ 
*Dell Detective . 10.8 1,649 9.3 3.979 vo i a ree: OS ye : ; 27 
rrr errs 6.4 2,730 6.6 2 S18 STANDARD MAGAZINES - 
Esquire (National) . 63.8 $2,893 59.4 34 883 |) American Mercury ‘ s On 2,041 8.7 9 
| *Extension F RS 6,005 8.5 5.812 | Atlantic Monthly $7.3 11,267 27.3 
| Film Fun ; ro 3,297 1.7 1.094 | Harpers Magazine 28.0 6,676 25.7 9 
bo a 118.5 74,920 94.6 5Y,803 “ . 
Front Page Detective . 10.7 1,592 9.1 3.914 Total Group 19.984 o7 
|*Grade Teacher, The 18.5 8,137 18.2 8.008 OUTDOOR 
|} House Beautiful 72.6 15,850 61.6 38,918 | American Rifleman 25.4 10,907 23.4 $9 
|House & Garden. . 77.4 18,919 62.5 39,520] Field & Stream 35.9 15,892 38.2 72 
|}*Improvement Era . 13.5 5,781 13.3 5,690 | Fur-Fish-Game 18.3 7,829 19.2 ls 
| Instructor ...... . 194 13,248 21.2 14,470 | Hunting & Fishing 16.1 6,925 18.5 19 
Mechanix Illustrated . 28.0 6,275 33.1 7.413 | National Sportsman 18.9 8,113 19.5 89 
|*Moose Magazine 1.0 5.0 143 | Nature ; 5.7 2,449 4.1 , 
|*Motor Boating . 45.7 0.4 21,789 | Outdoor Life 80.9 13,25 37.4 5 
| National Geographic » 38 20.1 4,792 | Outdoors 7.6 3,278 10.2 71 
| Nation's Business $2.2 10! 52.2 22,396 | Outdoorsman 16.8 7,209 16.5 74 
|*Nature Magazine 5.0 2,13 1.0 1,728 | Sports Afield 25.0 10,723 29.9 20 
Open Road for Boys : P R.5 3,6: 6.3 2 BRO - — 
Physical Culture . ~ Fe 3,375 11.9 5.083 Total Group . 86,079 7) 
Popular Mechanies . 76.4 17,110 73.0 i6.g59 | MALL ORDER 
|Popular Publications 18.8 1,210 12.8 2,876 |Comfort .... a2 3,587 +.9 " 
|} Popular Science . 58.4 13,071 59.5 ” Mother's Home Life. » Be 1,721 +4 
| Redbook ... . 8 13,19 10.4 : Woodmen of the World « 58 441 3 9 
|*Rotarian ... « 2a 3,051 6.7 3, et 
| Scientific American <_< ae 6,72 13.4 5.726 Total Group ...... . . », 699 
‘Secrets .. - 88 3,758 5.6 2,420 SEPTEMBER WEEKLIES 
i*Sunset .. . 27.0 11.583 25.0 10.737 *American Weekly .......:. 22.8 YF oF 
*Thrilling Croup 16.5 690 18.4 $115 | Business Week 169.3 131.5 , 
Town & Country 66.0 $4,345 56.2 7.778 | Collier's 136.6 135.9 9 
|Travel ..... 2.5 1,548 4.1 2 586 | Cue ; 7.9 65.3 9 8 
True Detective 6.7 2 S49 8.6 3685 | Family Circle 68.3 62.5 26,792 
*Yachting 60.0 7.020 45.3 28.508 Forbes 27.5 22.0 59 
rit 14.5 16.6 16.242 
Total Group 645.127 gornes | Liberty 60.9 65.1 27,99 
WOMEN'S MAGAZINES peed oo : — 28 +e 
"American Girl 8.0 376 6.0 2,368 | Movie & Radio Guid 214 163011 { 
*Glamour 38.3 16,445 21.5 1,224 | *Newsweek 121.8 116.8 m4) 
(ood Housekeeping 93.7 10,207 114.5 19,123 |New Yorke 183.2 164.7 70.647 
Harper's Bazaar 100.9 67,808 98.9 66,442 |*New York Times 128.0 124.0 8 
Holland's. - 13.6 10,244 12.0 8.002 ric in 1.0 3.4 ; 4 
Hollywood (F) 34.8 14,595 28.1 11,799 Saturday Evening Post 292.9 239.1 162 03 
Household .... 21.7 14,77 15.2 10,310) *Scholastie 11.3 11.2 4 13 
Junior League 12.7 8,038 13.6 8,58 This Week 37.1 1b.7 6,791 
Ladies’ Home Journal 7.4 HH 205 73.9 50.2942 | ¢Time 50.5 O84 84.400 
Mademoiselle 106.7 15,768 135.0 58,298 | United States News, The, 61.6 tM.5 lt i 
| McCall's ‘ . 15.5 D1L,354 67.3 15,728 
Modern Romances (M M) - 26.9 11,547 24.2 10.384 Total Group 1,037,757 is 0 
Modern Screen (M M) 24.8 14,019 24 4 12.457 
Motion Picture (FE) 34.2 14,362 29.8 12,499 ‘SD Issues 1941 and 1940 
| Movie Story (F)... $6.7 15,412 30.7 12.876 *Figures supplied by Publisher 
|} Parents’ Magazine 41 25,373 51S 22,209 | 2 issues 1941 and 1940 
N. Y. Metro Edition 61.0 26,185 56.9 24,404 issues 1941 and 2 issues 1940 
} 
. ® 
Magazines Show _ indicts Ad Racketeers Witmer Adds Two 
e e Harold M. Keen, former advertis- The Times, Florence, Ala., and 
Linage Gains ing manager of the Trust Company Tri-Cities Daily, Sheffield, Ala, 
of Georgia, Atlanta, and James C. have appointed Wallace Witmer 
for October Wilson, president of Newspaper |Company as national representative. 
Features, Inc., have been indicted 


Chicago, Oct. 15.—The general 
magazine group showed a 6.7 per 
cent increase in advertising linage 
for October, compared with the 
same month last year, according to 
|information supplied by Publish- 
}ers’ Information Bureau. The total 
linage for October, 1941, was 645,127, 
while for October, 1940, it was 
604,568. Women’s magazines regis- 
tered a 7.5 per cent gain with 759,- 
371 lines for October of this year 
compared with 706,627 lines for 
October last year. 

Largest linage gain was made by 
the standard magazine group with 


the 19,984 lines for October, 1941, 
39.5 per cent ahead of the 14,327 
lines for October, 1940. Outdoor 


magazines had 86,079 lines of ad- 
vertising in October of this year, a 
7.4 per cent decrease from the 
92,990 lines for October, 1940. The 
mail order group linage decreased 
16.4 per cent from the 6,813 lines 
for October last year to 5,699 lines 
for October this year. 

There was a 5.3 per cent increase 


in linage for September weeklies 
with 1,037,757 lines for the month 
this year cempared with 985,760 


lines for September, 1940. 


McGrann Quits Columbia 


Frank McGrann, = exploitation 
manager for Columbia Pictures, | 


New York, has resigned to become 
vice-president of Modern Merchan- 
dising Bureau, New York, where he 
will handle motion picture tie-ups. 
Frank P. Rosenberg, assistant ex- 
ploitation manager at Columbia, 
has been named acting head of the 
department. 


Two Join WTIC 

N. Thomas Eaton and Sidney P. 
|Stewart, both formerly of Trans- 
|radio Press Service, have joined 
|WTIC, Hartford, as news editor 


and assistant news editor respec- | 


| tively. 


by a Federal grand jury in Atlanta 
on charges of defrauding the trust 
company out of $1,085. Wilson was 
accused of submitting statements to 
Keen in the name of newspapers 
in which the bank’s advertising was 
supposed to have been run. No ad- 
vertising appeared, it was charged, 
and the pair divided the money. 
The practice is said to have been 
maintained for several years. 


Bows Names Sterling 

Bows Moccasin Shoe Company, 
Avon, Mass., has named Sterling Ad- 
vertising Agency to direct its adver- 
tising. Magazines will be used. 


Suspends Publication 

The Catholic Sun, Syracuse, N. Y., 
suspended publication with its issue 
of Oct. 3. 


PHOTOGRAPHIC 


RETOUCHING 
ZY SUPERIOR 0800 


CARNAHAN - HANSON COMPANY 


125 W. HUBBARD ST., CHICAGO 


While your WSAI program 


plays a tune for sales, the 


Winged Plug of WSAI blows his own horn and pulls 
listeners to your program with street car and bus caros, 
neon signs, news pictures, movie trailers, taxicab covers, 
downtown window neon displays, monthly house-orga" 
for retailers plus many another “‘plus’’ you get wit" 


Cincinnati’s Own Station. 


NBC RED AND BLUE—5,000 WATTS NIGHT AND DAY 


REPRESENTED 


WSAI 


CINCINNATI'S OWN STATIO 


BY INTERNATIONAL RADIO SALES 
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FCC-Radio Fight 
Nears Showdown in 
Congress or Courts 


Chains, Fly Exchange. 
Angry Words After 
FCC Order Modified 


Washington, D. C., Oct. 14.— 
Adoption by the Federal Communi- 
cations Commission of compromises 
in controversial monopoly order 
appears to have advanced the dis- 
pute between the majority of the 
radic industry and FCC to a point 
where remedial action by Congress 
or the courts is the only solution. 

T chief sufferers under the 
amended order, the Columbia 
Broadcasting System and the Na- 
tiona! Broadcasting Company, both 
retaliated with announcements that 
the issue will be taken to court, 
and agitation was renewed for con- 


order, FCC simply prohibited sta- 
tions from optioning time to net- 
works. The amendment permits up 


to three hours to be optioned in| 


each of four segments of a 24-hour 
broadcast day. The periods are 8 
a. m. -l p. m., 1 p. m.-6 p. m., 6 


|p. m.-11 p. m., and 11 p. m-8 a. m. 
| These options must not be exclus- 
jive, thus 


permitting a station to 
accept a program offered by an- 
other network other than the one 
that has “first call.” Whereas the 
existing industry practice is to have 


| option time “subject to call” on 28- 


day notice, FCC stipulates that the 
period must be 56 days. 

Reactions to the amended order 
were immediate and heated. Sen. 
White questioned once again the 
legality of the order, and renewed 
his plea that the Senate interstate 
commerce committee either reopen 
deliberations on his resolution or 
begin proceedings on his pending 
bill to reorganize FCC and clarify 
its power and procedures. 

Paley Promises Fight 


Neville Miller, president of the 
National Association of Broadcast- 
ers, issued a statement declaring 


gressional action to define FCC 
powers clearly. 

The amendments, adopted last 
Saturday in accord with predictions, 
affect four of the eight rules first 
issued May 2. Most important 
change was the indefinite extension 
of the effective date of the provision 
which would have required NBC 
to dispose of one of its two net- 
works, with the further proviso 


that six months’ notice shall be 
given if this requirement is rein- 
stated 


Follow MBS Plan 


The other compromises follow in 
general the pattern suggested by 
the Mutual Broadcasting System 
petition which reopened the subject 
a month ago. Like the original May 
2 order, the amended rules ban sta- 
tion-network contracts with terri- 
torial exclusivity clauses, but an 
addition was made to permit net- 
works to grant stations “first call” 
on network programs within their 
primary service area. 

The other amendments were more 
sweeping. One authorizes two-year 
contracts between networks and 
station The original order im- 
posed a one-year limit, whereas the 
MBS petition asked a_ three-year 
limit and the general industry prac- 
tice now is to work under five-year 
contracts. 

The fourth change is the one dis- 
cussed over a two-month period by 
network executives and FCC of- 
ficials after hearings on the resolu- 
tion offered by Sen. Wallace H. 
White, Jr., were adjourned to see if 
an agreement could be reached 
by arbitration. Negotiations finally 
broke down, and the chief purpose 
of the petition subsequently offered 
by MBS was to compromise differ- 
ences On this point. 

The option time amendment 
adopted by FCC differs from all 
plans previously considered, 
although resembling the MBS sug- 
Zestion. In the original May 2 


Molor West 


futomotive Trade Authority of 
the Pacific Region 


‘ 


more than 35 years, this publica- 
s been the medium through which 

automotive manufacturers have 
een introducing their products to the 
ar \Vestern jobber, distributor, car 


ther sales and service trade. 


he basis of this long experience, 


MOTOR WEST has its circulation con- 
‘ntrated so as to reach and influence 
“solutely the MOST ACTIVE and 
EST-BUYING classes of automotive 
vine le, retail, and servéce trade in the 
‘reat Far Western one-third part of 
# nation. 

Lopes of publication, advertising 
‘tes, and other data available on 
eque 


Motor West Publishing Co. 


Rives-Strong Building 
Los Angeles, California 


taler, repair shop, service station and 


that “for all practical purposes, the 
| so-called ‘modified’ rules now issued 
by the commission are just as 
dangerous to broadcasting as the 


original regulations.” 

William S. Paley, CBS president, 
promised a prompt appeal to the 
courts and charged that the changes 
“fail to avert the evils inherent” in 
the original order. He said the 
rules “forbid arrangements between 
networks and stations which are 
necessary to the orderly and suc- 
cessful conduct of network broad- 
casting.” Mr. Paley also made a 
charge which FCC Chairman James 
L. Fly was quick to deny. The CBS 
chief said: “Chairman Fly was will- 
ing to make greater concessions 
than those insubstantial ones an- 
nounced, provided the major net- 
works would agree not to-contest in 
the courts the jurisdiction of the 
commission.” 

Chairman Fly answered that the 
regulations “contain generous modi- 
fications not even discussed with 
Mr. Paley. The public ought to 
know that CBS has always refused 
and continues to refuse to submit to 
any form of regulation, regardless 
of the public interest reflected 
therein. It ought to be clear also 
that no member of the commission 
has ever questioned the propriety 
of the company’s going to court on 
any issue concerning the commis- 
sion,” 

Amplifying his remarks at a press 
conference, Chairman Fly said he 


“would be surprised if anybody goes 

|} to court,” and that he had found “‘a 
considerable degree of optimism in 
the industry as well as in govern- 
ment” as to operation under the 
new rules. Chairman Fly said that 
the time has come to stop talking 
and start acting. He added that 
“the door is always open here” if 
broadcasters can show that the rules 
don’t work, but stressed that they 
should try to abide by them before 
complaining further. 


Fly Charges Pressure 


Mr. Fly also charged that the net- 
works had used every possible po- 
litical pressure in an effort to main- 
tain the modus. operandi. Mr. 
Paley had the latest word, however, 
by retaliating with a reply which 
stated: “Columbia's reputation is in 
our own keeping, not in Mr. Fly’s, 
and we do not believe that dema- 
gogic charges that we defy lawful 
and proper regulation will fool a 
public that has known us all these 
years.” 


Niles Trammell, NBC _ president, 
issued the following statement: “We 
regret exceedingly that in these 


critical days, when the NBC is mak- 
ing every effort to assist the na- 
tional defense program and is giv- 
ing every cooperation to the 
government through its domestic 


and international broadcasting fa- 
cilities, a part of the FCC should 
insist on disrupting our operations 
and on revising the whole method 
of network broadcasting.” He added 
that a court appeal would be taken 
“in good faith and as expeditiously 
as possible.” 

Mr. Trammell’s mention of “a 
part of the FCC” referred to the 
fact that the amendments were 
adopted by a 4-2 vote, with Com- 
missioners Norman S. Case and 
T. A. M. Craven dissenting as they 
had on the original order. Their 
disagreement, in general, was based 
on their original reasons. They 
charged the majority with exceed- 
ing its power, and said the rules are 
“certain to result in deterioration 
of the present excellent public serv- 
ice programs now rendered.” 

They also claimed, along with 
network executives, that now is no 
time to “force revolutionary re- 
forms particularly when such 
reforms bear no relation whatso- 
ever to the national defense effort.” 
They predicted the rules would re- 
sult in vast readjustments by the 
public as well as the industry 


Moves to New Offices 

Bertram Reibel, Advertising, Chi- 
cago, has moved to 21 S. Wabash 
avenue. 


THIS MEDIA LIST 
GIVES US 
CIRCULATION WHERE 
WE HAVE DISTRIBUTION 


READ 


AND THE CLASSIFIED 
ENABLES US TO GET 
DIRECT ACTION FROM 
THE PEOPLE WHO 


THE ADS 


For EARLY BIRDS planning 
1942 advertising schedules 


_ You and your advertising agency will soon be carefully analyzing media, 
_ markets, merchandising ideas, etc. Here’s a tested way to assure greater 


results from the campaign, because it makes it easy for readers when they're 


in the buying mood to contact your dealers. 


Display your trade mark in the Classified Section of Telephone Diree- 


tories and arrange to have your local outlets listed under it. Then prospects 


product previously can quickly find where to have it serviced. 


: 


your business classification for your trade mark. 


can readily find where to buy the product. Those who have bought your 4045 


This plan is an important contribution to good manufacturer-dealer re- 
c lations. It helps keep dealers interested, more strongly sold on the 


company. For details, just call the local telephone business office. 


_ What prospects would see when they looked under 
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Basic Dress 
Idea Target 
of New Copy 


for all occasions went under direct 
fire this week when the New York 
Dress 
current magazine promotion with a 
newspaper campaign. 
New York ne 
paign will be extended throughout | 
the country. 


per cent of the nation’s women be- 
lieve that they can get along on 
one dress. 
is one of the evils at the root of 
the industry’s problems, 
tute has seized on a trade character, 
“One-Dress Beulah,” who will be 
held up to ridicule in cartoons by 
Kay West. 


CATTY COPY 


New York, Oct. 15.—The idea that 
ene-dress wardrobe is sufficient 


Institute supplemented its 


Beginning in 
wspapers, the cam-)| 


According to a recent survey, 67 | 


Holding that this belief 


"Mv Gear! She always wears that same blaeks dress!” 


Please meet Beulah (she aeeds oo porter) 
She travels lighter than she onghter 
A girl with dates from morn to dawn 
Should know one lone dress can't be worn 


the Insti- 


WOMEN WHO WANT “THAT MEW YORK LOOK” WEAR DRESSES WITH THIS LABEL 


Under the caption, ““My 


Dress Institute to fight “basic dress’ 


vogue. 


black dress!” 
Beulah’s sin. For example, 
first insertion: 
this Yewscolot “Please meet Beulah 
needs no porter) 
DEALER BROADSIDE She travels lighter 


Printed in full color, on 40-lb. oughter. 

Newstone Special paper; pro- A girl with dates from morn 

duced on our high-speed rotary to dawn 

color presses. Send for copy. Should know one _ lone 
can't be worn.” 

A reproduction of the “New York 
i\Creation” label will be accom- 
panied by the line: “Women who 
want ‘That New York Look’ wear 
idresses with this label.” 
| 


(she 


than she 


dress 


|pear twice weekly in the 
|\Tribune, Post, Sun, Times and 
|News. Beginning in 
|copy is currently 
lmagazines. J. Walter 
ones is the agency. 


|Gets Bakery Account 

Ruthrauff & Ryan, San Francisco, 
has been named to direct the adver- 
tising of Old Homestead Bakery, 
| Oakl: ind, effective Nov. 1. 


SHOPPING NEWS 
NRewscolr Division CLEVELAND 


Metropolitan 


MIAMI’S 


Building Permit 


Regione S 
F 19,856 ,387-00 — 
t FIRST 7 
oF (941 — 4 
RA 7 


1 4d 


Aggregate For 
The First Seven 
Months of 1941 

Was 41%* of 


Florida’s Total! 


ANOTHER REASON 
WHY YOU SHOULD 
ADVERTISE 
IN THE 
MIAMI HERALD 


Greater Miami “‘A National Market”’ 


*All Figures from Florida State Chamber of Commerce 


Che Miami Herald 


Story. Brooks G Finley. National Represantatives 


Type of copy to be used by New York 


dear! She always wears that same | 
a verse will set forth | 
in the} 


World-Telegram and in the Sunday | 
September, | 
appearing in 11] 
Thompson | 


Insertions of 300 lines will ap- | 
Herald | 


_ Getting Pe Personal 


James Morgenthal, a.e. at Grey ‘eee Aibentialadt, is learning to his sorrow 
that Uncle Sam is not sentimental and probably can’t even smell 
orange blossoms. Following his marriage to Ethel Forster, a Brook- 
lynite, on Oct. 17, the young adman will be allowed only a week of 
wedded bliss before he’s inducted into the army... 

One of the debutantes of the current season is Ruth Blanchard, 
daughter of Fessenden S. Blanchard, of Pacific Mills. . . 

Bob Saudek, assistant sales manager of the NBC-Blue network, is 
recovering from the birth of his second son... 

President of the newly-organized Ohio Valley Press Club is J. L. 
Grimes, a.m. of Wheeling Steel Corporation. . . 

Bob Smith has joined the select group of three other WOR salesmen 
who have passed the million dollar sales mark. He made the grade 
last summer but priorities affecting watch production held up his 


ST. LOUIS CLUB INSTALLS NEW OFFICERS 


Destinies of the Advertising Club of St. Louis during the coming year will be 
steered by this group: (left to right) Carl F. G. Meyer, Jr., Meyer Bros. Drug 
Co., Ist vice-president; Robert L. Johnson, Johnson, Inc., secretary; Ray Maxwell, 
Missouri Pacific Lines, retiring president; Gus J. Lehleitner, Commercial Letter, 
Inc., new president; Kenneth Moore, Graham Paper Co., treasurer; and H. Kurt 
Vahle, Cupples Hesse Envelope & Lithographing Co., 3rd vice-president. Fred E. 
Winsor, Outdoor Advertising, Inc., was elected 2nd vice-president. 


inauguration as a member of the Million Dollar Club. 
an inscribed watch from WOR. . . 

Walter Bornhoft, for eight years assistant to the late J. Stirling 
Getchell, has been transferred from Fort Myer, Va., to temporary 
duty with the Kingsbury Ordnance Plant at La Porte, Ind., where 
he is serving as administrative assistant in a civilian capacity. . . 

Handsome John Sweet, Dickie-Raymond v.p., stepped to the alta: 
with Anne Wallace at the Fifth Presbyterian Church in New York 
Oct. 4... 

Earl H. Gammons and Max Karl, g.m. and educational director of 
WCCO, Minneapolis, were guests of the state’s conservation depart- 
ment on a hunting trip in Minnesota’s largest game and bird refuge. 
Despite aid from four game patrolmen, no one even got a shot. . . 
Jeff Wade, of Wade Advertising, Chicago, borrowed everything but 
the birds on his recent hunting trip in South Dakota. He lost his 
baggage in Minneapolis and strode into the field in borrowed armo1 

. but says he got the birds himself. . . 

The staff of KOY, Phoenix, might have played “Bundles for Becker” 

last week. Organized by Manager Jack Reilly, the staff brought 


bundles to rehabilitate Al Beck- 
TRIO AIDS DRIVE 


Members get 


er, staff organist whose home 
was ransacked by thieves. . . 

R. E. Trotman of the Daily 
Republican, Springfield, Mass., 
and Marjorie White of Ware- 
house Pt., Conn., up to the altar 
in Ashburnham, Mass. . . Thomas 
J. Watson, president of Interna- 
tional Business Machines Cor- 
poration, has accepted President 
Roosevelt's invitation to head the 
national council for Art Week... 

Mal Haven, of Harper’s Ba- 
zaar, isn’t just investigating the 
rustics when he pores over farm 
magazines . . the Havens are 
lords of more than 200 Wiscon- 
sin acres. . . 


John L. Meyer, secretary- Clarence R. Chaney (left), 
eae Inland Daily dent, Northwestern National Bank, and 
reneures of the ve ally chairman of the Minneapolis Community 
Press Association, was absent fund "A" fist Harry Bullis, 


vice-president, General Mills, Inc.; and 


vice-presi- 


: , ; executive 
from the semi-annual sessions In 


Chicago ... his son, Jim, mem-_ Bruee Barton, BBDO president, discuss 
ber of the editorial staff of the the current money-raising campaign. 
Tribune, LaCrosse, Wis., is seri- Advertising men have taken over the 
ously ill with pneumonia... Mr. 194! drive practically lock, stock and 
Meyer recently emerged from barrel. 

the hospital himself. . . 

Admen and women in St. Louis are teachers as well, what with 
Lawrence A. Wherry, of Ralston Purina Co.’s promotion dept., con- 
ducting a course at Washington U.; S. Marie Vaughn, research dept., 
Gardner Advertising Co., teaching at Maplewood high school’s evening 
advertising class, and Hart Vance, Hart Vance Company, teaching a 
direct mail class at Adult Study Center... 

Ed Staples, former St. Louis Cardinal publicitor, has joined Missouri 
Public Expenditure Survey in Jefferson City. . . 

Add stations that have given their all for defense: KWKH, Shreve- 
port, has watched Dean Schmitter, chief of production, whip off to 
the Navy Air Corps, and then Horace Logan, announcer and topnotch 
emcee, leave for a shell loading plant. . . 

Herman C. Sturm, Business Week’s Philly rep., is passing out good 
news to his advertisers these days. A son, Geoffrey Charles, arrived 
at Bryn Mawr hospital; weight: seven pounds, eight ounces. . . 

Frank Gannett, head of Gannett Newspapers, has been named chair- 
man of the executive board of Cornell University, Ithaca ... he 
left Cayuga’s cliffs with the class of '98. . . 


Ballantine to 
. Expand Drive 
in Newspapers 


| New York, Oct. 15.— Folle 

the inauguration last month , 
\first major radio promotion, P. | 
|lantine & Sons this week lau: 
|}a campaign in 140 newspape 
| 108 cities. 

Insertions of half and qu 
| page sizes will appear weekly. 
\lantine’s radio program, “T! 
|Ring Time,” is aired over 80 
{tions of the Mutual Broadcas: 
'System. Outdoor posters and 
cial displays will supplement 
newspapers and radio progran 
Walter Thompson Company d 
the account. 


Iowa Boosts Wine 
Over WCTU Protests 


The Iowa liquor control , 
mission has embarked on an e 
to steer the tastes of lowa imb 
away from bourbon and other 
liquor to the gentler light w 
The commission took two ste; 
aid wine sales: 
taxes were not handed along 
lished describing methods of u 
wine. The 
charged to hard liquors and 


increased fed | 
customers and a booklet was put 
increased taxes were 


publication is available at all state 


=~ 


owned stores, the only literature 
available except a price list. 

| The booklet brought prompt, 
/heavy fire from the Iowa WCTU at 
|}its state convention, and a resolu- 
tion was adopted condemning the 
commission “for its efforts to in- 
crease the sale of commodities 
which tear down all that churches 
and schools strive to build.” The 
convention also protested the ap- 
pearance of brewery advertising 
in what it called a “home maga- 
zine” of national circulation. The 
advertisement, which the WCTU 


said carried 
ments, suggested parents serve t 
children be 
|of moderation’’—rather 


than 


14 misleading st: 


neu 


a “beverage 


let 


|them pick their own drink outside 


ithe home. 


Cluett, Peabody & Co. 
Advances Reibold 


Elmer L. Reibold, New York field 
sales manager of Cluett, Peabody & 


Co., has been appointed to 
newly created office of sales pro 
tion manager. 
will disseminate information 
dealers on store layouts, 
displays, fixtures and _ traffic 
data, as analyzed in various 
stores throughout the country 


the 
mo- 


The new department 


to 


lighting 


flow 
test 


by 


the market research department, in 


connection with Cluett, 
related selling program. 
| Mr. Reibold started with 


Peabody's 


the 


|}company in 1922 and was salesman 
|in various territories covering Kan- 


| sas, Missouri and Iowa. 
|Chicago sales 
last year was 


manager in 1928 


He bec: 


ume 
ind 


promoted to sales 


manager of the New York territors 


Armstrong Adds Wicks 


| John W. Wicks, formerly ad 
|tising manager of O'Neill & 
ing and promotion departmer 
| Armstrong Cerk Company, Lan 
| ter, Pa. 


Baltimore, has joined the adverti 
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¥elioge ‘Expands 
Fall Campaign 
for All-Bran 


York, Oct. 15. — Expanding 

of 500 newspapers used 
last spring, Kel- 
logg Company 
has released its 
fall campaign for 
All-Bran with 
copy marked by 
a new theme, 
‘*7t’s an old 
American cus- 
tom.” At the 
same time, daily 
newspapers were 


x 


the 


Ww 
list 


T's an Old 


nertcan (Custom 


added to the 
schedule for a 
separate All- 


Bran campaign 
featuring car- 
toons, limited to 
Family Circle 
and weekly 
newspapers since 
earlier this year. 

Dominated by 
a humorous note, 
copy for the fall 
drive carries out 
the theme by 
pointing to the 
first telephone 


Fah tvs ae eity pemepeth the ome 
: 8 eee ete em ere ee 


examples ot 


‘*good_ things” 
which, like All- 
Bran, have been 
ae made even bet- 
py ter. All-Bran 
was introduced 


The Improved 
Doubly ‘Delicious 


in an “improved” 
form last spring. 

The telephone 
“didn’t stop im- 
proving” and the 
first phonograph is described as “a 
far cry from the electric 
of 1941” which leads up to: “Mak- 
ing a good thing better is an old 
American custom! And it’s an old 
custom of the Kellogg Company, 
world-famous makers of cereals.” 
Insertions of 600 lines will continue 
for several months. 


The cartoon-style copy in 70-line | 
appear | 


insertions, which will also 


Significant Developments 


Opportunity Seen 
for Power Industry 


The power industry is going to 


face aggressive competition from 
stationary engine makers when 
defense orders slow down, in the 


opinion of Electrical World, which 


|issue that 


goes on to in the Oct. 


while the 


suggest 
now 


4 
power 


|salesman is more than welcome is 


ithe competitive 


| 


| 


| 


and telegraph as | 


marvels | 


| 
| 


in some newspapers carrying the | 
larger layouts, is built around the 
theme, “He found a better way.” 


Featuring famous personalities who 
have discovered improved methods 
of doing things, copy brings out 
that “the better way to treat con- 
stipation due to lack of 
‘bulk’ in the diet is to correct the 
cause of the trouble with a delicious 
cereal, Kellogg’s All-Bran.” One 
insertion featured Ctesibius, the 
Greek physician, who was “deter- 
mined to find a better way to lift 
water” and “invented the pump 
around 250 B.C.” 

Kenyon & Eckhardt is the agency. 


Kennedy Co. Adds Two 


Dispatch-Pioneer Press, St. Paul, 
and Herald & News Tribune, Du- 
luth, have appointed Kennedy Com- 
pany, New York, as Eastern repre- 
sentative. 


own in America 


ForitsSize 


proper | 


the time to lay the groundwork for 
struggle which is 
bound to come. 

“There is a lull right now in the 
promotion of political ownership, a 
lull which should continue until 
hostilities are over,” says the article. 
“During this time the utilities have 
an opportunity to mend any fences | 
that need mending. Strikes and) 
power rationing serve to emphasize | 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


in Trade and Industry as 


the essentiality of electric service. 
Customer appreciation can be built 
up for the company and its service. 

“Small concerns that might have 
to close down if materials are not 
to be had offer an opportunity for 
the utilities to help them find work 
that will allow them and _ their 
employes to keep occupied. Friends 
can thus be created who will not 
fail the power company if trouble 
later comes upon it. 

“This period of high revenue offers 
the opportunity to build up depre- 
ciation reserves, to catch up on 
maintenance and even anticipate 


some that might not be so easy to 
swing later. 
“These are some of the oppor- 


tunities in promotion of utility serv- 
ices, public relations, operation and 


management. They are enough to 
indicate that this is no time to cur- 
tail or even to be passive. Obvi- 
ously, costs are up, but the utilities 


are no exception. Profits are not 
keeping pace with added invest- 
ment, but whose are? The impor- 


tant thing is not how much money 
can be made now, but can any 
money be made in the next era of 
peace? 

“And any utility management 
that thinks it can engage in a 
retrenchment program now without 
having the employes resent it 
blind. Let it not be forgotten that 
there is but one way to compete 
with the job security policy of 
political ownership, and that is 
through policies that so strengthen 
the operations as to give protection 
to employment continuity. 

“Will the utilities come out of this | 
thing no. stronger, and _ therefore 
weaker, than when it began in 
order to maintain the dividend, or 
will they be stronger? That will 
be a test of management.” 


1s 


WOR Names Moore 


Thomas H. Moore, Jr., has been 
named commercial program man- 
ager of Station WOR, New York, 
succeeding Mitchell Benson, who 
last month joined J. M. Mathes, 
New York. Mr. Moore was for- 
merly on the radio staff at J. Walter 
Thompson Company, New York. 


Sterling Elects Hanna 

Ray Hanna, account executive 
with Sterling Advertising Agency, 
New York, has been elected vice- 
president. 


ar was a 
Bia hiagus Ad Wan 


Way back in 60 C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
* HEM.22I1. 


DEA.8557 


“Science says 


| Cheated !" 


1. “WOULD-BE SPONSORS SNORTED when | explained that 
we couldn't pack more than a bare 30 minutes into any half-hour! 
There must be a way, they insisted: Call in the Scientists! You see, 
they wanted to participate in The Woman of Tomorrow 9 to 9:30 


morning program on WJZ. 


.. and we had all the sponsors we could 


really talk about in 30 minutes! Besides, The W oman of Tomorrow isa 


very short half-hour (our listeners tell us) . . 


. one of the shortest on 


the air! We've been sold out for some time! 


” 
~ 


a half-hour. Science save I cheated ... but it works, doesn’t it 


3. “SO SCIENCE TO THE RESCUE . .. but Science failed. And then 


? And besides 
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... BUT NANCY BOOTH CRAIG, WJZ'’s FAMED 
“WOMAN OF TOMORROW” FINDS A WAY TO PUT 
45 MINUTES INTO A HALF-HOUR...MORE OR LESS! 


2. “THOUSANDS AND THOUSANDS OF WOMEN had been 


writing in for months about the produ 


nant late-comer buyers reminded me. ‘T 


ets | mentioned, these indig- 
hey wanted to get their prod- 


ucts in. Edgewise, even! They were very flattering. They said | had 


a Golden Touch that had skyrocketed 


sales for over HW) sponsors, in 


the world’s richest market. They said females simply stormed the 
stores, after hearing The Woman of Tomorrow! Do something, they 


added... or ELSE! 


PIO 


I worked it out all 
by myself! Like this: We've added ANOTHER QUARTER-HOUR! From 12 noon to 12:15, 


Monday through Friday, in fact! Maybe that’s not exactly the same as getting 45 minutes into 


KEY S 


noon time is 


a grand time* to reach women! Already, some new contracts have been signed for this new 


period ... but there's still room for a feu 


*Nancy’s right 
**Nancy’s right again 


First come, first served! 


80% of all women in the area are available for listening, 12 to 12:15 P.M. 
but better work fast! Phone or wire your nearest NBC Spot Sales Office. 


non-competitive products, as we go to press!” 


NEW YORK’S | 


NEER STATION © 


50,000 WATTS: 770 KC. 


TATION OF THE 


NBC BLUE NETWORK 


Represented Nationally by 


National 


Broadcasting Company. SPOT Sales 


Offices in 


New York ¢ Chicago ¢ San 


Francisco * Boston ¢ Cleveland ¢ Denver 


¢ Hollywood ¢ Washington 
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FTC Orders Clairol 


to Alter Claims 


Clairol, Inc., Stamford, Conn., has 
been ordered by the Federal Trade 
Commission to desist from using 
misleading representations to pro- 
mote its products for the hair. FTC 
originally started action against 
Clairol, Inc., New York, but head- 
quarters have since been moved to 
Stamford. 

The company was ordered to stop 
claiming that Clairol products are 
not hair dyes, that they recondition 
the hair and color it permanently, 
that the preparations are made in 
France, and that Instant Clairol is 
harmless. 


Gets “Newsweek” Post 


Joseph B. Phillips has been ap- 
pointed managing editor of News- 
week, New York, succeeding Rex 
Smith, who has resigned to become 
editor of Marshall Field’s new Chi- 
cago morning newspaper. Mr. Phil- 
lips was formerly chief of the for- 
eign affairs department. 


| 


Before | 


joining Newsweek he was chief of | 


the New York Herald Tribune Mos- 
cow bureau. 


Grang 
ing is the open. 


this top 
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PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 


rate—om 
ampaign - 


Representatives 
1. Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
Duncan A. Scott, Pacific Coast 


BS 


Expect Senate to 


ADVERTISING AGE 


Commercial Display 


OCTOBER ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


! 
CC Including Poultry and Display | Including Poultry and Displa 
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Don Mack, Weber Showcase and 


| Fixture Company, president for the 
coming year. Other officers named 
were Robert Koch, Vapor Recovery 
Systems, vice-president, and Dave 
| Browne, California Oil World, sec- 
retary and treasurer. 
Adds Name to Firm 
Behel and Waldie, Chicago, 
announced the addition 


has 
of George 


| L. Briggs as a partner and changing | 


|of the company name to Behel and 
| Waldie and Briggs. 


The people of any community who use 
“want ads” know best the paper that 


results from advertising. 


the quickest and greatest 
In Toronto 


it has been The Evening Telegram for 


In fact its classi- 


fied advertising linage tops all other 
daily newspapers in Canada, and is 
well up in the first flight for the con- 


No surer gauge of pulling- 


power for consumer advertising could 
be provided than this. 
Canada’s largest and richest consumer 


Toronto is 


TORONTO IS A “TELEGRAM” CITY 


CANADA 


CHICAGO: John E, Lutz 


Classified advertising 
a dependable gauge 
brings 
over a half-century. 
tinent. 
market, and 
Pay WAR SAVINGS 
CERTIFICATES 
Tue Eveninc Tevecram 
Largest Classified Linage 1n Canada 
TORONTO 
NEW YORK: Don A. Corroll 


Heitkamp Predicts 
Gradual Change to 
Prestige Copy 


| Milwaukee, Oct. 13.—A 
from product to prestige advertising 
for the “duration” was predicted by 
Frederick B. Heitkamp, vice-presi- 
dent of American Typefounders 
'Sales Corporation, Elizabeth, N. J., 
speaking before the eighth annual 
| Intercity Conference of Women’s 
| Advertising Clubs here Saturday. 
| “We are in the war now, whether 
| we like it or not,” Mr. Heitkamp 
|declared, and warned that adver- 
|tisers will fare in proportion to 
their awareness of the situation, 
their capacity for change and ability 
to adapt themselves to it. 

Citing his own company, he said 
that American Typefounders is ac- 


cepting conditions and doing some- | 


thing about them, and with ma- 
terial limited for its normal produc- 
| tion, is now turning out tank guns. 
| Within the next few months 
company, in all probability, will be 
|out of the printing press business 
|for the duration of the emergency, 
he said. 

| Mr. Heitkamp advocated taking 
steps to reduce selling expenses— 
to curtail the less productive out- 
lets. He expressed hope in the 
present as an opportunity for indus- 
trial advertising managers to 


sales tools ready and laying plans 
for post-war times. The wise firms, 
he said, will carry their sales and 
advertising organizations as a cap- 
| ital investment, and will hold their 
good will through institutional ad- 
vertising until the crisis is over. 


250,000 Babies Missed 

Births of nearly 250,000 babies 
are being missed by registration 
officials every year, according to a 
Bureau of Census report based on a 
nation-wide test showing that at 
least eight out of every 100 births 
during 1940 were not recorded 
Over a 20-year period, this would 
amount to nearly 5,000,000 people 
without birth certificates. There are 
already 60,000,000 without proof of 
birth because they were born before 
a reliable system was established. 


Names McCord Co. 

Griggs, Cooper & Co., St. Paul, 
and its associated companies, Foley 
Grocery Company and _ Sanitary 
Food Mfg. Company, have appointed 
The McCord Company, Minneapolis, 
as advertising counsel. 


| 


swing 


the | 


knuckle down to the job of getting | 


| 


Farm Papers 
Register Gains 

in Linage 

Chicago, Oct. 15. October 


monthly farm papers scored a 
linage gain of 2.2 per cent over the 


same month in 1940, according to 
|information supplied by the Pub- 
lishers’ Information Bureau. The 


total for October of this year was | 


327,706, compared with 320,736 for 
the same month a year ago. Month- 
lies reporting for September showed 
linage of 11,181, a gain of 11.2 per 
cent over the 10,055 lines for Sep- 
tember in 1940. 

Semi-monthly for 


farm papers 


September registered a 6.5 per cent | 
month in 


increase over the same 
1940 with 113,463 lines for this year 


compared with 106,517 lines for the | 


month in 1940. The September bi- 
weeklies gained 10.7 per cent with 


318,751 lines for September, 1941, 
compared with 287,994 lines for 
September, 1940. 

September farm weeklies had 


21,410 lines, a 15.7 per cent increase | 


over the 18,512 lines for the month 
last year. Farm dailies lost 8.6 per 
cent in linage for September, with 
159,371 for the month this year 
compared with 174,367 for the same 
month a year ago. 


125 MBS Officials 


Discuss New Series 


Representatives of 125 Mutual 
Broadcasting System stations met 
with network, advertising agency 
and Coca-Cola Company executives 
at a two-day session in Atlantic 
City, Oct. 9-10, to discuss plans for 
a new series of coast-to-coast Coca- 
Cola programs. 

The new series starts Nov. 3 and 
will be heard Mondays through Fri- 
days, 10:15 to 10:30 p. m., EST, 
and Saturdays from 10:15 to 10:45 
p. m. The nation’s leading dance 
orchestras will be featured, with 
the Saturday night broadcast as- 
signed to the band achieving the 
largest sale of phonograph records 
the previous week. The contract 
is the largest ever placed on Mutual 
for one advertising product. 


Offers Travel Coupons 

Grocer’s Cookie and Biscuit Com- 
pany is offering trade and travel 
coupons in its Mama’s cookies 
packages. Each coupon represents 
a mile ride on a train or its equiva- 
lent on plane, boat or bus. Living- 
stone-Porter-Hicks, Detroit, is the 
agency. 


‘Farm Wages at Peak 


Agricultural wage rates on Oct. 1 


reached the highest level since July, 
1930, the Department of Agriculture 


has reported. The index advanced 


to 165 per cent of the 1910-14 aver- 


age, was up five points over July | 
and 36 over the previous year. 


Where 
POWER 


Means 


PEOPLE 


The biggest C.B.S. shows 
—plus the best local enter- 
tainment—make our 5000 
watts pene- 
trate to more 
people in the 
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Nelson Calls. 
Selling Expense 
Essential Cost 


New Restrictions on 


Copper, Steel Loom in. 


Crisis 


w York, Oct. 14.—Advertising 
anc selling expenses qualify as “es- 
sen'ial costs” and should be taken 


into consideration in the formula- | 


tion of price policies by defense 
authorities, Donald M. Nelson, ex- 
ecutive director of the Supply Pri- 
orities and Allocations Board, de- 
clared here today before the Sales 
Executives Club. 

Although pointing out that pric- 
ing is Outside his bailiwick in the 
defense setup, the former Sears, 
Roebuck official left no doubt as to 
where he stands on the issue. He 
supplemented his reference to the 
indispensability of advertising with 
a spirited defense of the free enter- 
prise system, asserting: “We are 
fighting for a return to normalcy, 
and I don’t want us to lose, in the 
act of fighting, the very thing we’re 
fighting for.” 

Mr. Nelson presented his listeners 
with a frank appraisal of new civil- 
ian goods curtailments in the offing 
and suggested that the nation “set 
its sights higher than ever before, 
determine the utmost we can do 
and then resolve to do twice as 
much.” Only by “getting this 
nightmare over with,” he asserted, 
“can we avoid living under priority 
controls for another half genera- 
tion.” 


New Restrictions on Copper 


The SPAB chief disclosed that 
new restrictions are to be imposed 
on the use of copper, a move which 
will ban the metal in the produc- 
tion of such articles as zippers, 
vases, pitchers, andirons, doorknobs, 
ash trays, cuspidors, screens, caskets 
and memorial tablets. More than 
two-thirds of all ordinary demands 
for copper and brass will be left un- 
filled by the first of the year, he 
said. During 1942 military require- 
ments will call for at least 1,000,000 
tons of copper, with an additional 
550,000 tons needed for the .main- 
tenance and expansion of essential 
power, transportation and com- 
munication services, he estimated. 

Against this demand for 1,550,000 
tons, Mr. Nelson went on, must be 
balanced a maximum potential 
supply of 1,800,000 tons. The latter 
must be regarded as the most opti- 
mistic estimate, he said, since min- 
ing is subject to various hazards 
and shipping shortages and sub- 
marine warfare might easily reduce 
the amount imported... He also 
pointed out that military needs 
might easily be increased, a possi- 
bility that would materalize if we 
should be involved in a_ shooting 


uh Saleslirr 
wll hen 
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war. An army of 4,000,000 men 


| 


would need 1,250,000 tons of brass 
simply for maintenance at the the- 
ater of operations. 


Serious Steel Shortage 
Mr. Nelson also pointed to the 


seriousness of the steel 


with a 5,000,000-ton shortage ex- 


pected during 1942 even when ci- 


vilian needs are cut down to bare 
essentials. Estimated capacity at 
the end of 1942 was set at 89,000,- 
000 ingot tons. Defense needs total 


| 35,000,000 tons and essential civilian 
requirements, 


58,000,000. The ci- 
vilian economy alone could consume 
86,000,000 tons next year if there 
were no restrictions, he said. 

In response to a question Mr. Nel- 
son expressed opposition to “stand- 


situation, | 


ardization” of consumer goods, but 
in favor of standards and specifica- 
tions that contribute to product 
simplification. “If we cut down the 
number of varieties and styles,” he 
declared, “that is simplification and 
desirable during the emergency.” 


WHEC to McKinney 

Station WHEC, Rochester, has 
appointed J. P. McKinney & Son as 
national representative. McKinney 
now represents all radio stations 
owned by or associated with the 
Gannett Newspapers. 


Pilliod Names Swink 

Pilliod Cabinet Company, Swan- 
ton, O., has appointed Howard 
Swink Advertising Agency, Marion, 
O., to direct its advertising. 


. of 
Buys “Prize Photography”; 
Greene Makes Change 
Ziff-Davis Publishing Company, 
Chicago, has purchased Prize Pho- 
tography, New York, and will merge 
it with Popular Photography, begin- 
ning with the December salon issue. 
Leonard Greene, formerly on the 
sales staff of Prize Photography, 
has joined the sales staff of Hillman 
Detective Group and Hillman'’s 
Parade, New York. 


Chicago Agencies Merge 


James V. Malone Organization 
and B. M. Ikert Engineering Serv- 
ice, Chicago advertising agencies, 
have merged their organizations in 
a new location at 664 N. Michigan 
avenue. Both company names will 
be retained. 


Increases Province Drive 
Newspaper tourist advertising for 
British Columbia will be increased 
in 1942, E. G. Rowebottom, deputy 
minister of trade and industry, told 
the B. C. Tourist Council in a recent 
speech in Vancouver. California 
and other Pacific Coast states would 
receive particular emphasis, he said. 


Dawe’'s Names Dunkle 
Dawe’'s Vitamins, Chicago, has 
appointed W. Donald Dunkle Ad- 
vertising, New York, to direct its 
bakery merchandising division. 


“Forbes” Adds Cogill 
Forbes, New York, has named 
H. F. Cogill, formerly of Cogill & 
Weaver, Atlanta, southern advertis- 
ing representative, effective Nov. 10 


HOW ABOUT A LITTLE SPEED, BROTHER? 


Nowadays, when so many outside decisions are affecting our own, it's becoming increas- 
ingly necessary for all of us to put on a little extra pressure. Last minute changes in policy, 
manufacturing detail or price—perhaps all of them—means that somebody has got to 
step on the gas, not only to put the changes into operation, but to get the news of the 
result broadcast to the buying public. ... You've experienced it in your business ...so 
have we.... To date, however, we still make photo-engravings on copper and zinc... 
and we haven't changed our methods nor our standards.... When some advertising 
production men find themselves up against the gun for a set of color or black and white 
plates, they don’t hunt all over town for an engraver who thinks that maybe he can do 
the job... they call up Rogers. ...For about twenty years, as near as we can figure, 
advertising men have been up against the speed problem occasionally, and Rogers long 
ago organized themselves to handle emergency jobs when necessary, along with their 
regular production. Maybe that's one of the reasons we are busy now, and are making 
deliveries '‘as promised” to a pretty sizeable list of advertising agencies, printers and 
others who use engravings . . . and who are pretty particular about the print-ability as well 
as the reproduction qualities of the plates they buy... . Let us show you what we mean. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President» MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


Phone: 


CALumet 4137 -e 


CHICAGO, ILLINOIS 
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October 20, 194; 


Newspaper Admen 
Hear Heinz, Meat 
Institute Stories 


Newspaper Advertising. 


and Retail Sales Up 
Canada, Report 


Chicago, Oct. 14.—Two interest- 
ing presentations of the use of 
newspaper space by national adver- 
tisers and the reasoning and think- 
ing behind this use were given the 
Newspaper Advertising Executives 
Association here today when D. V. 
Pinkerton, American Meat Institute, 
and Herbert G. Selby, Maxon, Inc., 
the H. J. Heinz agency, 
the activities of these 
advertisers. 

Mr. Pinkerton 


two 


emphasized the 


described | 
giant | 


special problems which confront an | 


industry out to do an educational 
job and to change misconceptions 
about its product in the 


public’s | 


mind, reviewed the place of news- | 
papers in the campaign, and re- 
ported that 350 newspapers will | 


carry the story this year and next, 
in comparison to 272 last year. 
Details of the Institute’s $2,000,000 
1942 campaign were 
ADVERTISING AGE Oct. 13. 

Mr. Selby presented the results 
of the $60,000 test of newspaper 
advertising which Heinz conducted 
last year, and which was first de- 
scribed in the May 19, 1941, issue of 
ADVERTISING AGE. This test, utiliz- 
ing space from three to five times 
weekly over a period of 13 weeks, 
proved so effective that the prin- 
ciples it developed have been em- 


bodied in a huge newspaper cam- 
paign now breaking. 
During the depression, Mr. Selby 


said, the size and frequency of 
national advertising in newspapers 
was cut down so badly that the 


advertising lost all its effectiveness, 


EYE’ CATCHERS 


FREE PROOFS! 


SAVE 80% ON 


PHOTO COSTS 


*CATCHLERS brings ye 
od pi Pon 
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me panies unter 2 
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Man 


EYE* CATCHERS Ine. 
10 East 38th Street, New 


reported in| 


U. S.. CANADIAN EXECS AT NAEA MEET 


Among the newspapermen attending the Chicago sessions last week were (left 


to right): 


A. W. Clapp, Herald, Clinton, 


la.; Paul Gorham, manager, Illinois 


Daily Newspaper Markets; J. C. Woods, Star, Marion, O.; J. W. Cullen, Jr., of 


J. W. Cullen Co.; 


and Rex Freeman, Winston Salem Journal and Sentinel. 


(Left to right) L. A. Ward, New York office of Charles H. Eddy Co.; Roy Pratt, 


Journal Transcript, Peoria, Ill.; Abe 


Ind.; W. D. Keenan, 


Indianapolis Star; 


Charles H. 


Schaefer, Journal Gazette, Fort Wayne, 
and W. J. Virtue, Chicago office, 
Eddy Co. 


Among the prominent Canadians (left to right): 


H. Diehl, Montreal 
Saskatoon Star; 


Star; 


George B. Cooper, 
and J. H. McDonald, Canadian 


William Wallace, Toronto Star; 
Edmonton Journal; Al Hulme, 
Bureau of Advertising, Toronto. 


while advertisers, 
| Shot-in-arm techniques, 
| premium offers in 
| Even in 1939, he 
per 


resorted to 
other media. 
said, less than 50 
cent of national advertisers in 


newspapers used more than 1,000 
lines in that medium; only 15 per 
cent used 2,500 lines or more; and 


only 4 per cent used 10,000 lines or 


more. 
Reviews Canadian Picture 

An interesting picture of adver- 
itising in war-time Canada was 
| given the group by Ian H. Macdon- 
ald, Bureau of Advertising, Cana- 
dian Daily Newspapers Association, 
who declared that thus far news- 
paper linage has shown an actual 
increase over last year. Newspaper 
linage for the first eight months of 
this year is 5.2 per cent ahead of 
last year, he said, although maga- 
zine linage is off about 10 per cent 
and network radio is maintaining 
an even keel. 

While many 
sources have been cut off, many 
new Classifications have developed, 
he said, the most important being 
the government itself, which has 
‘blossomed out as one of the Do- 
minion’s largest advertisers. Social 
and welfare agencies of all types 
have used a considerable amount of 
paid space, there has been much 
explanatory advertising by those 
whose production has been cut, and 
some advertising of substitutions 

Contrary to expectations, there 
has been no great amount of insti- 
tutional advertising, Mr. Macdonald 
declared, although there are now 
indications that such advertising 
will expand, due primarily to pres- 


normal advertising 


interested in| 


feel that} 
left them | 


sure from dealers, who 
shortages of goods have 
holding the bag on the 
front. 
tising placed by private 
however, which was not  institu- 
ional in the ordinary sense of the 
word, but which was devoted to the 
furthering of government projects, 
such as the sale of war bonds. In 
one such drive, $500,000 worth of 
advertising was donated by private 
industry. 


industry, 


Retail Sales Still Rising 


Despite the fact that one-half of 
Canada’s six billion dollar national 
income is being spent for war pro- 
duction, the sale of consumer 
is still on the increase, he asserted, 
and the dollar volume of retail sales 
this year 
National income for the 
first eight months is 10.5 per cent 
above 1940 

At the afternoon session, Don 
Bridge, New York Times, reported 
on the NAEA committee on agency 
relations which met with a com- 
mittee of the Four A’s last night, 
and declared that all of the news- 
paper representatives were = im- 


vear’s 


pressed with the agency committee’s | 
can | 
institu- | 


eagerness to learn all 
about newspapers. More 
tional advertising from 
affected by shortages 
pected, the agency men 


they 


companies 
can be ex- 
asserted 


Opens Own Agency 
Edward G. Doody has opened his 
own market research agency under 
the name of Edward G. Doody & 
Co., 1800 Olive street, St. Louis. 


consumer | 
There has been much adver- | 


goods | 


is expected to exceed last | 


dl C 
j _ 
| | agency in charge, recalled findings 
Test New Ad Cost isos: tes"sesiss os 
George Gallup whose investiga: 
| . asked representative consumers j, 
Explanation Over | give their ideas on what proportion 
of the sales price of various fy. 
. miliar articles might be allocated to 
advertising. 
Lucky Strike Show Consumers as a group said t}):c 
cents for a 15-cent package of ciy ip. 
| New York, Oct. 15.—Stepping in| ets, while teachers put the figur: at 
where most national advertisers) five cents. Actually, the cost is ‘ess 
/have hesitated to tread, American than a half-cent per pack. y 
| Tobacco Company had under con- —aemenmeenenen = 


|sideration this week a plan that) 
;}may blossom into a major effort for 
acquainting consumers with salient 
facts on advertising and at the same 
time refuting misinformation that! 
has gained wide circulation. 

The project, which is in the test| 
stage, first came to light last Friday | 


‘Kalamazoo Direc: 
to You’ Use as ca 
Slogan Not Ended = 


Chicago, Oct. 15.—The stipula’ on 
announced by the Federal T) de 


night on the Lucky Strike “Infor-| Commission last week which 1s 
mation Please” program. At the| agreed to by Kalamazoo Stoy, 4% : 
halway point, Announcer Milton) Furnace Company does not bar ‘he Al 
Cross read this commercial: |use of the slogan, “Kalamazoo j- yar 
“If the American Tobacco Com-} rect to You,” nor such claims as at 
pany, makers of Lucky Strikes,| “our factory products,” or ot \e ~ 
were to stop advertising in maga- | claims implying that the comp. ny ] 
zines, stop advertising in news- | produces the advertised produ ‘ts. 
papers, fire Mr. Fadiman and my- except in the cases of those prod) cts 


self and our board of experts, and| which are not made by the c m- 


stop all radio advertising —if, in pany. The FTC release quoted in > 
short, your package of Luckies were! ApverTISING AGE Oct. 13 indica‘ed oo 
delivered from the factory direct to| that the slogan and other phrises got 
your cigaret counter without bene-| had been completely banned. by L 
fit of any advertising whatsoever— This is not the case, according to on 
the price you pay for a package of | E. H. Morrissey, of Fulton, Horne, a 
Lucky Strikes would not be reduced | Morrissey Company, Kalamazoo I 


one iota. For the cost of these ac- 
tivities, as no one seems to realize, 
is such a small fraction of a cent 
that if they were entirely elimi-| 
nated, the saving per package could 
not be passed on to you. 

‘*Well,’ you say, ‘I have always 
thought advertising costs money.’ It 


Stove agency. The company actu- 
ally produces more than 95 per cent 
of the merchandise it sells, «nd 
therefore the slogan and other 
phrases will continue to be used in oe 
connection with these products spi 
Only oil heaters and oil ranges, 
which Kalamazoo Stove buys from 


does, but advertising is not what! other manufacturers, and which 

|; you pay for when you buy Lucky | represent less than 5 per cent of a 
Strikes. The makers of Luckies! its sales volume, are affected. 
have always believed that in a lin 
cigaret 


it’s the tobacco that counts ' nat 
—the tobacco, not the advertising— se 
and we pay what it costs to get the 


finer, the lighter, the naturally 
milder tobaccos for Luckies. For 
instance, 21 per cent more than the 
/market average at Mt. Pleasant, | 
Tenn., last season; 34 per cent more 


|at Lebanon, Ky., and so on all over 

the South. Yes, Lucky Strike means 
fine tobacco—Mr. Fadiman, have I 
proved that in Luckies at least it’s 
the tobacco that counts?” 


May Be Extended 


Although it is still too early to 
gauge consumer reaction to this 
type of commercial, a similar mes- 
sage is being prepared for inclusion | 
|}in next Friday night’s “Information | 
Please.”’ No plans have been formu- 
lated beyond that. It is under-| 
| stood, however, that later the ex-| 
| periment may be extended to other 
| Lucky Strike promotional activites. | 
| The direct educational approach | 
to consumers, an idea which is 
credited to George Washington Hill, 
Jr., and which was worked out with 
the cooperation of Lord & Thomas, 


and 


BASIC STATION... COLUMBIA BROADCASTING SYSTI 
G. A. Richards, Pres. 
leo J. Fitzpatrick, Vice Pres. & Gen. Mor. 
EDWARD PETRY & COMPANY, INC., NAT'L RII rey 
$ 


| 


Advertising Typography - 


- is far more than just typesetting... 
ny It is an art that has been developed 
& by advertising designers and typog- 

& raphers in the last twenty-five years 
PRINTING .It is a very definite technique of 


handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an | 
orderly fashion that is easy to read. 


+ 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


DAY AND Ad-Setting + Engraving + Printing 
500 SHERMAN STREET - CHICAGO 
SERVICE TELEPHONE WABASH 7820 
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Cldve utisi 
Market 


fhe rates for this department are as follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): 4% in., $2.75; 1 to 3 in., 
$4.75 per inch. 


POSITIONS WANTED HELP WANTED 
Rewriting’s my line! CAN VOU SELL 
Also sales letters and research! a store promotion method to inde 
Free lance or part time. pendent and chain drue retailers that 
Ceel Rav. 8861, 2428 Leland, Chgo. | produces sales increases of 10 to 25 
Want Defense Contracts? jat a cost of 2° Prove your quali- 
All inufacturers interested in ob- | fications in first letter Territories 
tair government contracts should | OPen In many states 
col t our Washington headquarters | GUMMERSON & CO., INC., ADVER- 
at once. We represent you; secure | TISING AGENCY, Park Bidg., Pitts- 
ind service bids as issued. Low fee | burgh, Pa. 
basi Write now for details. _—— 

Pp. © Box 551, Ben Franklin Sta. REPRESENTATIVES WANTED 
Washington, PD. C | Advertising representative wanted, 
PHOTOGRAPHY one for New England territory; ome 

for Philadelphia territory, for an in 
Need a Gnut } dustrial business paper in live field 
Do you_use photographs? Then you| state « Xperience and publications 
should know about FPG. Our 2,000] now handled 
pt grapher - correspondents keep tox 3502, ADVERTISING AGE, N. Y 
our the freshest, most original 
Wh e of paesoareneee Raina ge HOUSE ORGANS 
ether you need a picture of a 20- 
tor mber, of a ber kissing a girl, Mr. Sales Manager! 
or a complete photographic picture | Vet me show you how to help your 
story of the rubber-stocking indus- | Salesmen produce more through a 
ery vrite, phone or wire. pe rsonalized house-organ You serve 
FREE-LANCE PHOTOGRAPHERS | #8 editor. I do the work. Write for 
GUILD INC.. free samples Kdward Edelstein, 201 

19 EB. 44th St.. Murrayhill 2-3810, N. Wells St., Chicago, Illinois Dear 

N yc. ‘ jbornm S557 
HELP WANTED ; FOR SALE 

SALESMEN WANTED 

Advertising salesmen now selling |g gam rendy to retire If you want 

spa in magazines, ete., to solicit) the printing and office supply busi 

pace-distribution contracts on adver- | ness that’s been ood to me, here it 

isi book matches for Nationally | j. Not too biz ow overhead. active 

know! hook match manufacturer, In | jnyentory it ha made monev witl 

| in Factory cooperation, qual- | phic time customer Location. Pacifi 

it roduct, good service, competitive Northwest Cash talks and I'll stay 

pt plus genuine value of book | with you until you're acquainted, Th 

match me Pena ae Ro publicity and) pooKkse are open Write today 

re retting medium, your assur- a adie tee F oan m 

ance of success. Unusually fine side- | Box 3500, ADVERTISING AGE, Chero 

opportunity for men contacting a 

national accounts or local accounts ad- MISCELLANEOUS 

vertising on a large scale 15 com 

mission on space deals; half advanced We buy and sell 

upon rece at! ty “ nen —— Back Number Magazine 

account rite or detalis today inns 

ind tell us about yourself SHARAN'S 

Box 3420, ADVERTISING AGE, Chro 11t W. 17th St, NYC. Wa 29-8058 
organization got under way with 


New Independent 
Broadcast Group 
Is Organized 


Chicago, Oct. 15.—Eugene Pulliam, 


WIRE, Indianapolis, was elected 
temporary chairman of Independent 
Broadcasters, Inc., a new organiza- 
tion of independent radio stations, 
at a meeting which concluded here 


today. In the drive to secure a 100 
per cent representation of inde- 
pendent network affiliates, it was 


said some 65 outlets represented by 


about 40 broadcasters have been 
signed. 
Dissatisfaction with both NAB 


and NIB was apparent as the new 
with your 


FR E E first Order 


Jer and Brush FREE with your first order 
SS Artist Rubber Cement. Nationally 
sed, } grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S$ $ Spe- 


RUBBER CEMENT CO. 


3438 Wo Halsted S?.. CHICAGO, ILL. 


Bill Scripps, WWJ, Detroit, as sec- 
retary. The matters of chief cur- 
rent importance to the organization 
were revealed with the appoint- 
ment of committees follows: 


as 
Committees Named 
Copyright: Walter Damm, WTMJ, 
Milwaukee; Henry W. 
WMC, Memphis; Ronald B. Wood- 
yard, WING, Dayton; Bill O'Neill, 
WJW, Akron, and Campbell Ar- 
noux, WTAR, Norfolk, Va. 
Membership: Ed Craney, KGIR, 


|Butte; Hulbert Taft, Jr.,. WKRC, 
Cincinnati; John J. Gillin, WOW, 
Omaha; Hoyt Wooten, WHBQ, 
Memphis, and Stanley Hubbard, 
KSTP, St. Paul. 

Superpower: John Shepard III, 
Yankee and Colonial Networks, 
Boston; John Kennedy, WCHS, 
Charleston, W. Va.; Luther Hill, 
KSO-KRNT, Des Moines; Bill 
Scripps, WWJ, Detroit, and Ed 


Craney, KGIR, Butte. 

Another meeting is expected to be 
held by the organization in Chicago 
soon. 


A PLUS MARKET 


AMERICA’S TOP BUYING MARKET 


@ Hundreds of thousands of winter visitors WITH 
MILLIONS TO SPEND and the DESIRE TO BUY! 


+ 


MORE LISTENERS...MORE DOLLARS 


*All on the 
SAME 
| Year-Round Rate Card 


MIAMI! + FLORIDA 


WIOD's power and great “Salt Water Route’ take 
you into ADDITIONAL Florida markets. We give you 
COMPLETE COVERAGE --- PLUS! 


THE SALT WATER ROUTE 


Slavick, 


‘Life’ Issues 5th 
Report in Study 
of Readership 


New York, Oct. 16.—A_ break- 
down of magazine readers by occu- 
pation was made available today 
for the first time in Report No. 5 of 
the continuing study of magazine 
audiences, launched three years ago 
by Life. The report based on 
16,015 interviews conducted  be- 
tween September, 1940, and August, 
1941, and distributed so to con- 

|form to the 1940 census. 

| The occupational analysis covers 
men only and includes these head- 
ings: executive and_ professional: 
retail store owners and partners; 
other small business proprietors; re- 
tail sales clerks; other white collar 
occupations (except governmental): 
laborers (except governmental): 
farmers, farm managers, tenants; 


Is 


as 


Collier’s 
Liberty 

| Life 
Satevepost 


governmental workers (federal, 
state, county and town); unem- 
ployed, WPA, relief and_ retired 


workers. An additional breakdown 
of laborers is also included, cover- 
ing manufacturing and mechanical: 


raw material, transportation and 
construction; miscellaneous 
largely service; farm labor, un- 
skilled labor and unclassified. 


The 
classities 
to their 
scale: those 


latest 
all respondents according 
status in the educational 
who never went be- 
yond grade school; those who went 
to high school for at least part of 
the first year; those who went to 
college for at least part of the first 
year; and those who have had other 
kinds of education, trade 
night schools, ete. 
Comparative readership figures 
for the five reports issued, covering 
the U. S. population from 10 years 


readership study also 


schools, 


of age and up, are shown as follows: | 


Report Report Report Report Report 


No.1 No.2 No.3 No.4 No.5 
14.8% 14.7% 14.7% 13.7% 12.2% 
13.0% 12.9% 13.0° 12.0% 9.60, 
16.1% 17.0% 186% 19.1% 20.1% 
12.0% 12.2% 123% 12.1% 116%| 


| Resigns from WJJD 


Joe Allabough, for the last 11 
years program director and produc- 


tion manager of WJJD, Chicago, has | 


and will announce 
plans after a vacation. 


resigned 


future 


Springfield BBB Elects 

Peter Ham, advertising and edu- 
cational director of the Farm Credit 
administration and former president 
of Springfield Advertising Club, has 
been elected president of the Better 
Business Bureau of Springfield, 
Mass. Other officers elected are 
Albert Steiger, Albert Steiger Com- 
pany, vice-president; Alexander J. 
Guffanti, Springtield National Bank, 
treasurer, and Henry W. Lawson, 
Springfield Gas Light Company, 
secretary. 


Advances Sparling 


George Sparling, formerly copy 
director, has been named _vice- 
president of Vanderbie & Rubens, 


Chicago. 


( DEADLINE GHosTS? 


Say ‘Rattway Express” and they'll 
vanish before RAILWAY EXPRESS 
“the service that speeds up speed.” 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWA “XPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR SERVICE j 


Here's a ‘‘warehouse’’ of new 
ideas for your offset jobs! 


IF YOUR JOB is to produce result-getting 
folders and broadsides, this Hammermill 
portfolio is just what you need to “prime 


the pump.” You'll find 


generator on every mailing piece you 


turn out. 


Here’s what this portfolio brings you: 
a collection of top-notch jobs on Ham- 
. . » folders, menus, cata- 


mermill Offset 


logs, broadsides . . 


amples of 1l-color, 2-color, 4-color work 


. unusual treatment 
design. 


See for yourself the fine reproduction 


you get on Hammermill 
color work rich, 


and-turn. 


Send for your copy 


planning your next mailing... 
paper selector when the job goes into 


production. 


HAMMERMILL 


OFFS 


BY THE MAKERS OF HAM 


life-like halftones 

. readability of even the smallest type. 
And note the finishes are alike on both 
sides. You can print economically, work- 


it a helpful idea 


outstanding ex- 


s in layout and 


Offset: brilliant 


now. Use it in 
and as a 


7 | 
| 
| Sent 
r 

Bu 
ai Name 

*.¢ 
MERMILL BOND Position 

| 


Hammermill Paper Company, 
Erie, Pa. 


t! Please send me the Port- 
folio of Commercial Speci- 
mens on Hammermill Offset. 
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White Rock Expands 
Newspaper Campaign 


Expanding its newspaper cam- 
paign from last year’s fall schedule 
in New York newspapers to Phil- 
adelphia, Washington, Pittsburgh, 
Chicago, Dallas and the West Coast, 


White Rock Mineral Springs Com- 
pany has introduced a new copy 
theme featuring cartoons’ and 
jingles. 


Fortnightly insertions of 164 lines 
will be used with emphasis on “pro- 


tective, natural mineral salts in 
White Rock combat acidity . 4 
make you feel better next day.” 


Copy also plays up elimination of 
“bottle deposit nuisance.” Newell- 
Emmett Company is the agency. 


Appoints R. B. Grady Co. 

William L. Barrell Company, New 
York, cotton goods, has named Rob- 
ert B. Grady Company, New York, 
as advertising agency. 


Bofany Mills fo 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


NREL OER 


- BOOKLETS COMPLETE 
+ FOLDERS 
© CATALOGS  scrnerments 


* SALES HELPS 
LAUREL PROCESS COMPANY 


awprewvmms «(00 CANAL STREET, NEW YORK 
ON REQUEST WALKER 5-3030° 


various adventures on land and sea, | 
in all of which the neckwear plays 
an important part. 


Predicts Spread 


Sponsor Weather ar ine neview et tne: Botany 


|program, Mr. Leigh predicted that 

j}animated cartoons will become in- 
epor $ on | creasingly popular in the new ad-| 

_vertising medium since drawings, 
Televised Lamb Be- 


|instead of complicated and expen- 
sive sets, can be used to represent 
comes Weatherman on Packsround. 
_ The television forecasts are in 14| 
First Program |reels of 16-millimeter film, used for | 
| the first time in commercial tele- 
New York, Oct. 14.—A talking) vision. Each forecasts a different | 
and singing lamb took over the role| kind of weather. All 14 open with 
iof weather man tonight as Botany |the Botany lamb scanning the skies 
| Worsted Mills launched the first| through a telescope and as a ques- 
‘sponsored forecasts over the Na-j| tion mark appears on the screen, the | 
tional Broadcasting Company’s Sta-| lamb recites: 
| tion WNBT. “It’s hot, it’s cold, 
| The two-minute weather predic-| It’s rain, it’s fair, 
itions, to be presented six nights; It’s all mixed up together; 
|'weekly at 10 p. m. EST, represent; But I, as Botany’s wooly lamb, 
| television’s first “across the board” Predict tomorrow’s weather.’ 
| program and also mark the first use Following his recital, the lamb 
of animated cartoons specially pre-|starts out on his adventure, which | 
pared for this medium. With the|ends with a final shot of the tele-| 
film cartoons, Douglas Leigh,|}scope lens on which the weather | 
Broadway sign king, makes his | forecast— snow, or rain, or fair—ap- 
debut as a producer of television| pears, against a background of fall- 
shows. ing flakes or drops, or rays of sun. 
Like newspaper comic strips, the| In one reel, 
wooly lamb manages to combine} weather, the lamb is shown on a sail | 
entertainment with a sales message,| boat as a terrific gale sweeps him 
| and in addition, tell the story of to-|over the water. Blown onto an 
|morrow’s rain or shine. With the) island, he is overjoyed as a ship ap- | 
Botany Wrinkle-Proof tie around) proaches, and then despairs when | 
his neck, the lamb is involved in|he realizes that all the captain | 


"A FEW FREQUENCIES WERE MISSING 


BUT THE MAIN IDEA WAS THERE... 


The main idea was service, and today; on its 21st birthday, KDKA still’ 


adheres to that main idea, in the interest of listener and advertiser alike. 


® Service to listener and advertiser alike—it‘s a policy that explains why 


America’s oldest radio station continues to enjoy 
the goodwill of hundreds of advertisers, and the 


attention of over a million and a half radio families. 


WESTINGHOUSE RADIO STATIONS Inc ¢ KDKA KYW WBZ WBZA 
WOWO WGL WBOS « REPRESENTED NATIONALLY BY NBC SPOT SALES 


PITTSBURGH 


SOLE WESTERN PENNSYLVANIA 50,000 WATTS 


OUTLET FOR NBC RED NETWORK 


|box of Botany ties at sight of a 
| giraffe and when he next peers out 


animal has bedecked his long neck 


\“Not a wrinkle; 


| focus 


wanted was his Botany tie. In a 
jungle scene, the lamb drops his 


from behind a tree, sees that the 
with them. In another reel, the 
lamb’s precious neckwear is the link 
in a tug of war between two dogs, 
|at the end of which the lamb ex- 
amines the tie and then announces, 
it’s a Botany.” 

NBC made one previous televi- 
‘sion attempt to tell the morrow’s 
weather as a public service. Simple 
signs were used and were received 
without enthusiasm. 

For the Leigh production, more 


|than 3,000 individual drawings were 
|made and photographed in building 


the various sequences. NBC uses | 


|special motion picture projectors to | 


the 
| cameras. 
Alfred J. Silberstein directs the. 


images into television 


‘Botany account. 


New OPM B Bureau 
Aims at Cutting | 
Material Waste | 


Washington, D. C., Oct. 15.—A 


predicting windy | concerted effort to prevent all types | 


of industrial, governmental and} 
|consumer waste was launched this | 
| week with the creation of a bureau 
of industrial conservation within 
\the Office of Production Manage- 
ment. The new unit will 
nate activities of other federal 
agencies in the field, and will seek 
to assure the saving and salvage of 
every possible pound of usable ma- 
terial. 

The bureau, 
conservation 


which replaces the 


section 


Price Administration 
Supply, has been 
for some weeks but official 
nouncement was withheld until 
White House sanction was ob- 
tained. Lessing J. Rosenwald, for- 
mer chairman of the board of Sears, 
Roebuck & Co., is its director. 

In the bureau will be centered 
all governmental conservation, sim- 
plification and standardization ac- 
tivities. 
liott’s consumer division of the 
Office of Price Administration and 
of the Bureau of Standards will be | 
cleared through the new unit. 


and Civilian 
a going concern 


Includes Many Duties 


The broad program includes: re- 
vision of government specifications; 
avoidance of waste in industrial 
practices; promotion of substitute 
materials where possible; salvage 
campaigns to recover scarce mate- 
rials; simplifications of products 
and services; and the elimination of 
all non-essential uses of materials 
in which shortages exist or threaten. 

As an example of the type of 
work to be done by the bureau of 
industrial conservation, the familiar 
holiday cartons and wrappings are 
due for a quick fade-out unless 
substitute materials of which there 
is a plentiful supply are used. The 
shortage of cardboard and paper is 
| not yet acute but efforts are being 
| mace to keep the situation from 
| getting worse. Over half of the na- 
ition’ S paperboard production is now 
| being devoted to defense industries, 
and the ratio is constantly climbing. 


Photo-Technique” Sold 
to Boston Company 

Photo-Technique, launched by 
McGraw-Hill 
in June, 1939, 
American 
Company, 
1942, the 


has been acquired by 
Photographic Publishing 
Boston. Effective Jan. 1, 
magazine will be com- 
bined with American Photography 
and will be known as American 
Photography Incorporating Photo- 
Technique. 

Keith Henney, 
editor of 


who has 
Photo-Technique, 


been 
will 


continue with McGraw-Hill as edi- | 


tor of Electronics. He 
serve on the combined 
tions’ editorial board. 


will also 
publica- 


Bendix Elects Sayre 

Judson S. Sayre, formerly vice- 
president and director of sales, has 
been elected president of Bendix 
Home Appliances, South Bend, Ind. 
He succeeds D. O. Scott, who re- 
signed but is now 


by the company as consultant 


I 


— 


*\Life Insurance 
Institute Starts 
New Ad Campaign 


New York, Oct. 
maxims will give an 


14.—An ent 
inspirational 


tone to a new series Of ads to be 


released next week 


in 268 news. 


papers in 167 cities by the Inst tute 


coordi- | 


of OPM and| 
certain units of the former Office of | 


an- | 


At the foot of the candl 
it is DARK! — 


%0 said the Persians, centuries ago. No man 
mas vet foresee exactly what les ahead as 
his own candle of life burns lower 
with many others, a 
these vou would pre 
own light sputters and fails 
. . 


But, by jouning forces 
light goes on burning for 


tect—even of your 


THIS SIMPLE ANALOGY is almost the whole 
story of lite inmsurance—the way it serves in our 
modern world to ax safeguard them 
isks that the 


And the prudence of 


i men to 

Ives and thew families from r 
dark of tomorrow hides 
life insurance managements, the protection of 
of arthmetc, the 


wise laws, the certainties 


service of helpful agents — all these make the 


tuture of millions of us bnghter, more secure 
* 


INSTITUTE OF LIFE INSURANC! 
60 East 42nd Street « New York, N.Y 


Insurance. The schedule 
fortnightly insertions of 


of Life 
calling for 


| 332 lines, will run through the end 


Programs of Harriet El-| 


} 


j}employ a 


Publishing Company | 


of the year. 

Replacing the editorial-style col- 
umn, “Hindsight and Foresight,” 
which launched the _ Institute's 
advertising efforts in April, 1940 
|the new series will utilize 50 per 
cent more space in the same num- 
ber of papers. 
woodcut technique and 
will take up about half of each lay- 
out. 

J. Walter Thompson 
handles the account. 


Company 


Joins Sterling Agency 
Arthur B. Kaplan has _ joined 
Sterling Advertising Agency, New 
York, as an account executive. He 
was formerly secretary of Norman 
D. Waters & Associates, New York 


Moss Bros. to Korn 

Moss Brothers Nut Company 
Philadelphia, has appointed J. M 
Korn & Co., Philadelphia, to direct 
its advertising. Newspapers, radii 
and outdoor will be used. 


COLLINS 
MILLER & 
HUTCHINGS 


~ 


Photo-engravers in Chicog? @ 
207 North Michigan Av: 4 


FRANKLIN 5854 g 
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ADVERTISING AGE 


| which are made in advertising. 

| “In the light of this simple fact, 
isn’t it time we stopped thinking 
‘about fighting to save Advertising 
\for America, about campaigning to 
|sell Advertising to the American 
public, about shouting from the 
|house-tops the great blessings which 
| Advertising has brought to this 
j great land of ours? 


Stay Away from 
Qualitative Work, 
Roden Warns ABC 


(Continued from Page 1) Promises Further Action 
cooperative services that has ever “T leave the answer with you. But 
bee devised. as { I suggest that you will find it in the 
where does the question © fact that advertising is but an in- 
ar Cave. eneSeRNENS of reader- tegral and vital point in the eco- 
oe Well, % doesn't. Not | nomic system which makes up our 
- “ ) A oe nat h |American policy of free enterprise.” 
oo a ee oe . aed F great deal more about this will 
are ‘wo separate functions which it |develop at the joint meeting of the 
is not practical to Sommmine. ae In| Four A’s and the ANA next month, 
the case of quantitative measure- |}, promised. 
ments, we are dealing with definite Mr. Roden also pointed out that 
tang’ ble maatere which can be there is too much waste in advertis- 
counted and weighed and therefore ing, and declared that under exist- 
can be audited. In the — of quali- |ing conditions frills will have to be 
tative measurements we are dealing eliminated and operations scruti- 
with intangible factors which can-| i124 more carefully than ever be- 
not 9 measured precissiy. : fore. Advertisers" and agencies 
“ve ew pei = practons ™ must improve their yardsticks and 
provide qQuentatve ORSUTEMENS their techniques, and media must 
trough cooperative omens. Pig do | -eappraise their methods and their 
nt yet know how rad othe race | costs, he said. He particularly as- 
Genk to-go, Rewever, in etenmeeng serted that “there is no longer the 
qualitative values which, in effect, | ‘ ; ger 
become public property. It seems 
clear that we can go much farther |. ies cas : re 
than we have through cooperative ong Pgs poor 24 7" 
effort in Coating vans meineee ANA would not increase appropria- 
of measurement ot qualitative tions to take care of increased rates, 
value, and in so doing, eliminate a but would be cbliaed to cut down 
vast amount of waste and ineffi- proboren —r : a 
ciency. The task of establishing on frequency or size, or both. 
qualitative values must, it seems to 
me, always rest with the individual 
publication and the task of weigh- 
ing the values thus established must members,” he said, “favoring a re- 
eben ee matter for the ad- duction of the amount spent on ad- 
feruser. 


vertising promotion; by this is 
j|meant the numerous promotional | 
|pieces prepared for advertisers 
“Advertising is a selling tool, a|which, rightly or wrongly, impress 


Decries Extravagant Promotion 


| “A very strong feeling was ex- 


Not a Thing Apart 


-nothing more, nothing less,” Mr.|gant, useless and an unnecessary 
Roden maintained. “Advertising is | waste of paper. Advertisers have 
not a thing apart. Entirely too many |long been critical of much of the 
of us have fallen into the error of |elaborate sales promotion material 
thinking and acting towards adver-j|directed to them by publishers un- 
tising as though it were. For ex-|der the guise of research. Today 
ample, we advertisers have been|when many advertisers are having 
told for years that if we would} | trouble getting paper for the labels 
advertise, if we would spend enough | for their packages, can you blame 
money on advertising, and keep on | them for questioning the possible 
spending it long enough, we would} waste in much of this material?” 

succeed. To put it another way, we| Guy C. Smith, of Brooke, Smith, 
were sold on the proposition that|French & Dorrance, and chairman 


advertising, of itself, was the short/of the Four A’s, was another 


cut to success. For years too many |Speaker at the ABC meeting. He)! 


of us regarded advertising that way | pointed out the importance of 
and bought it that way.” search and fact-finding to advertis- 

The responsibility rests squarely |ing, especially under circumstances 
on business management, he said, | Such as exist today, and paid tribute 
“to buy advertising wisely, to hire | to the work of the Audit Bureau, 
people with the required experience | particularly in supplying a tool to 
and skill to execute it most effec- | the space buyer which permits him 


re- 


tively, and to keep faith with its | to exercise creative ability in plac- | 
representations | ing advertising, in exactly the same | 


customers in the 
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Before me, a notary public in and for the State and 
{Set your own county aforesaid, personally appeared G. D. Crain, Jr 
who, having been duly sworn according to law, deposes 
and says that he is the publ isher of the Advertising 
- type wi Age and that the following is, to the best of his knowl 


edge and belief, a true statement of the ownership 

FOTOTYPE management (and if a daily paper. the circulations), 

ete., of the aforesaid publication for the date shown 

in the above caption, required by the ct of August 

24, 1912, as amended by the Act of March 3, 1933 

embodied in section 7, Postal Laws and Regulations 
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y r busine managers are 


Managing Editor, Irwin Robinson, New York 


lia hereund ar and add s of stock 
hold ne or? ling oF per cent or more of tota 
an nt of stork If not owned } ‘ wporation. tl 
un and addres f the nd tual wner must 
t ver If owned by a firm mpa or other 


Chicago, 1., G. D 
K. Hamlin, 0. L 
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xt above, g 
and securit 
tyyour copy is ready for offset, planograph, of storkho 
p » upon the 
"unc -eproduction. where the stackhelde 
luciary relation, th 
Write for... aA ye Aye ay 
tha he aid ‘ 
FOTOTYPE Book bracing aMant's f 
es and cor 
: ty holder 
Over 90 type styles and faces us of the COMDERY 08 
Get the facts ... send for your wh. , ae 


free book TODAY! 


ME COTOTYPE COMPANY ee mane 


Signature of publisher ) 


| way that the artist and copywriter | 
exercise such ability in producing 
advertising. 

A review of the import ance and 
present position of “Agriculture— 
|The Nation’s No. 1 Industry,” was | 
presented to the meeting by Kirk 
Fox, editor of Successful Farming, | 
jand at the luncheon yesterday Dr. | 
|Paul Austin Wolfe, pastor of Brick | 
Presbyterian Church, New York, 
|}spoke on “You and Your Country.” 
Mr. Fox asserted that farmers have 
matched every feat of industry and 
declared that “agriculture’s 7,000,- 
000 farms and 32,000,000 farm peo- 
ple form the greatest unexploited 
market for industrial goods in the 
world. Increasing the conveniences 
and comforts of farm homes can 


keep American factories 
jlong after they might otherwise 
jhave shut down,” he said. 


Opens New Agency 

Gean Buroughs, formerly asso- 
ciated with the Arkansas Gazette, 
Little Rock, has opened an adver- 
tising agency at 210 Center street, 
Little Rock. 


Pick Williamsport, 


Detroit for Trial 
"Consumer Centers’ 


(Continued from Page 1) 


personnel selection, and the general | 


program of activities which OPA 
wants carried out. 

The nine interested government) 
agencies are the nutrition division 
of the Office of Defense Health and 
Welfare Services; U. S. 
Education; Surplus Marketing Ad- 


reau of Home Economics, Farm 
Security Administration, and Con- 
}sumers’ Counsel division, all within 
| the Department of Agriculture; 
National Youth Administration, and| 
Office of Civilian Defense. 

| 


CONSUMER GROUP REPORTS 
$10,080,802 IN SALES 
North Kansas City, Mo., Oct. 16.— 


!The Consumers Cooperative Asso- 


id ret 1 nt | ministration, Extension Service, Bu-| 
provide a market large enough to| 


running | 


| ciation and subsidiaries had com- 
| bined sales of $10,080,802 in the 
fiscal year ending Aug. 31 with 
combined net savings of $423,898, 
the CCA’s publication, “The Co- 
|}operative Consumer,” reported to- 
| de uy at the association’s 13th annual 
meeting. 

| Sales were 62 per cent above the 
previous year and savings were 187 
per cent ahead. The CCA started 
in 1929 with $3,000 capital, which 
was increased to $7,000 a few 
months later. Today the organiza- 
|tion embraces oil wells, a refinery 
| and pipe lines besides its other serv- 
ices. 


Office of | 


Raises E. L. Johnson 


| Edward L. Johnson, for the past 
| 15 years in the Minneapolis district 
|territory, has been named district 
lsales manager of General Foods 
Corporation. 


Sylvania to Kudner 


Hygrade - Sylvania Corporation, 
manufacturer of radio tubes, lamps 
land fixtures, has placed its entire 
advertising account with Arthur 
Kudner, Inc., effective Dec. 


room for expansion, or the capacity | 
for the absorption of ever-upward | 


| 
"| 


pressed by a large majority of ANA | 


| 


part of the American selling process | those who receive them as extrava- | 


4 out of 5 come back 


to WISV ¢ 


The satisfaction of customers is what makes two pur- 


chases grow where one grew before. Which is why 


WJSV considers its rate of renewals by advertisers 


a robust proof of selling power. 


On local and national spot programs, for example, 


WJSV renewals are currently a plump 83.3% 


And on Arthur 


most popular participating show 


rodfrey’s 


WJSV’s 


-the renewal rate 


“Sundial” 


stands at a healthy 76.5'¢. 


Results that bring such consistent renewals are 


particularly significant in our case—because WJSV, 


Columbia’s 50,000-watt station in Washington, D.C., 


serves the country’s wealthiest per-capita market. 


WISV 


Ask us about the “Magic Carpet” It is a time- 
proved feature (quarter hour) now available. 


COLUMBIA'S STATION FOR THE NATION'S CAPITAL - 50,000 WATTS 


Owned and operated by CBS. Represented by 
Radio Sales: New York, Chicago, St. Louis, 8° 


Detroit, Charlotte, Los Angeles, 


San Francisco () 
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Offer Lux Flakes CHARLES. HEASUP upg 
in New ‘Thrift’ Heaslip, public relations counsel 


for the New York Tunnel Authority 

: and formerly in the advertising 

Bargain Sale agency field, died here yesterday at 
New York, Oct. 14.—The parade) the age of 57. 

of soap bargains, extensively pro- A native of Brooklyn, he attended 

moted during recent months by|Columbia University and served 


YEAR TO DATE 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


various manufacturers, gained aj|with several New York news- off 
papers. From 1926 to 1933 he was TT] il TT] | | TI ] | | | | | | | | | | cect } |] sti 
New York publicity manager for TT WEEK BY WEEK VARIATION SHOWN HERE | | | | | | 1] sh 
N. W. Ayer & Son, following which Zee TIT TTT TT T | TT Ter T co 
. . . . | } 
he became publicity chief for J. M. +20 + || 4 | M 
. © } | | | ” 
Mathes. He left Mathes in 1938. +15 A | |_| pr 
|.A.GOFF * FALL TA | . 
- A - 
+5 va , = 
Tacoma, Wash., Oct. 13.—J. A. 4 KN! | I] Se ba | | 
Goff, manager of the Tacoma office LAST YEAR | | | ‘ | tic 
of the Pacific National Advertising -s Buen ] | in 
Agency, Seattle, is dead following -10 — T bli 
an operation. The office is being -15 $—+—+— + fir 
handled from Seattle temporarily. | ~20 | off 
om cee ms | -— in 
ones soe ee ee = = 4 
' ALEXANDER R. WILSON | A 
had oe this week as Lever | Toronto, Ont., Oct. 13. — Alex- : ; Sacer eos Shennan ———— i his 
Ss. € ~, - : me ha wrAct 
Bros. Company announced a “thrift ander Ross Wilson, 72, vice-presi- JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER m 
offer” « c SO akes er eras ; . as 
pee of pwd Pr 3 “ye in The | |dent and director of the Consoli- . 
4 7a a eo = ~ iat ated Press, Ltd., Toronto, publisher % Gain % Gain 
“T eprn hot ; ease ro |of Saturday Night, Canadian Home 11-Week 11-Week yon = a Te “oa Week Weel 
_ > , . eriog Perio -erio +) i) e ek G 
n a one-shot insertion, consumers} journal, Farmer’s Magazine and ee ee mead partrke panied Ended Banded ; 
were urged to take advantage of tn ar Speen Ende ender one : _ ; 
“t} 1 t b other public ations, died here yester- Oct. 14, 1939 Oct. 12, 1940 Oct. 11, 1941 1930 1940 Oct. 12,1940 Oct. 11,1941 Le L 
1e biggest bargain you ever saw | day after a two month illness. Akron, O. .......s+... 4,676,364 7,481,349 089,584 +54 PSI 206,227 231,294" +122 
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price is also being promoted on the Norwalk, O., Oct. 13.— Reginald birmingham, Ala 10. 368.268 10,974.69 11 a. ci 1 ~ 
“Lux Radio Theater” on CBS. Clare Snyder, 69-year old publisher orn mane. re 14 <e A, ere a 6 5 2 err | 
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in special deals. J. Walter Thomp- | mes. Mr. Snyder was a former vice- | Charleston, W. Va 7,951,952 “pret By a ae ake . VE 
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___ | the World and a close friend of | jveland. 0 14445417 14.962 691 Lg 9 Lae 
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Findlay, O., with the Republican | Davenport, Ia 1,545,865 7,564,704 + 4.2 set 
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Phoenix, Ariz ; » 877, 20.2 #03 
STEARNS & VOYTA COMPANY have unique services and | 'ittsbureh. Pe 15,7 sox : 
» i » mari ann » avi , . | Portland, Ore ; 9,7 0] so 
equipment, not ordinarily found in an engraving plant. To an | providence. Ro I ' 9'2 © 188.832 10 I 
engraving salesman with experience and a high grade follow- | Reading. Pa 7, S474, 700 8.2 24 
. : , . 4 . | Richmond, Va 9,! O.882,194 1.0 1.8 
ing, this represents a chance to increase his income by making | Roch ter ¥. Y.. 117 12,480,434 5.8 1.7 
additional sales to his present customers, together with the | iiockford. 11 ~~ $.267,.328 6,685,252 7,325,532 S169 v4 7 
opportunity to open new accounts with these extra products, [U5 CN" Ce mp pe rape tigeet cee 1 20.9 152 
7 eh : san itonto, ‘ 5.6 33 497 504 6 O94 20.9 j ».2 
Among these EXTRAS are: San Diego, Cal 10,213,929 O.177,26¢ 0,472,516 7.3 + 3.2 
San Francisco, Cal 12,496,406 11, 782.086 11.966.13 { 1.6 
* A complete Offset Plate Service, both Black and White | 3... was, 9.022.032 0.964.680 W095, 724 S100 i 
and Color. South Bend, Ind $.1234.558 1. o0.420 845.716 17.2 15.6 
‘ Spokane, Wash 199,900 ,OF4,58 1 2 ‘ 1. 
* The largest Camera and Screen equipment in town, St. Louis, Mo 14,037,470 14,295,625 14,079,510 0 1.5 
~. ° St Paul Minn 8,492,244 8.315.405 8,129,236 4 2.6 9, 
for both Offset and Letterpress, full 52” negatives. = ; 7 " = il 27.4 34.520 
Syracuse S." 1.798 > "3% 249 7.375.09 0 27 934.5 
* The Eastman Fluorescence Method for color process, Tacoma, Wash . 4,948,208 MiherT 320,94) 7.5 4.1 118,846 
- I Tampa Fla 5.197.625 6.020.488 6.144.764 18.2 + 1.9 138,516 
voth Offset and Letterpress. emi iit chain 12° 557.211 11.726 .802 12.530.42) 02 169 22.978 
: , . . , Troy, N. . 8,436,912 1.326.480 678,530 + 7.0 10.3 93,912 
* An exclusive Kodachrome Separation technique that woe Oi eo ; aye = The 
m . . : = ulsa. Okla 7,046,650 r s tH 1.627.019 8.2 + > its wh 
makes reproductions from this material—SING. Washington, D. C o5 318.052 26.749 184 97 631.023 “1 13 Th2.4 
7 . . Youngstown, © 5.984.066 6.502.096 7.166.784 L108 10.2 157.574 
* Unusual Equipment and knowledge on Letterpress ‘ , 
plates for Wet Printing. Total 790,878.20 797,993,639 830,616.14 o 4.1 22,600,6! 59.00" 
‘ P l Atlanta Georgian and Sunday Americar censed Issue Jat ] 1940, containing 428,848 ine 
ae * A trade service for large size camera work, corrected publication Dec. 17, 1939. Figures not included it vertising 
_ o.8 —_ : . subli P oor) rsa 
: paper positives, fluorescent and masked positives, ete. — . ee Agger ct = 
~ ewesday aunches Sept > uae tier roh 20 mo. eontaining 216.027 ‘ 
t N hed Sept. 3, 194 M 1 t in 
. PLEASE do not apply unless thoroughly qualified by experi- ian Dicge Sun suapended peblication Nov. 25, 1999 vertising 
° 7 ° : }- _ p “ j Commercial ppeal publishes s28-page Centennia 
ence and with contacts. Salary and commission with a draw- — 
ing account based on proven past performance. Communicate Joins Fer -Hanly the Kansas City office of Ferry-| Potts Advertising Company, K.2s@ 
through a third party for preliminary negotiation if you wish, i. Hanly Company, has joined R. J.\City, as vice-president. 


to the attention of Walter Stearns. M. L. Henderson, formerly copy | 
director in the Chicago office of 


Sherman K. Ellis & Co., has joined 
STEARNS & VOYTA COMPANY the Kansas City office of Ferry- LATIN AMERICA MAILING LIS 


Hanly Company a unt execu LATIN AMERICA FOR ar CATALOG. 
1 a 7 Oo mMny as acco execu- LIST INFORMA) 1ON 
, ai7 North State Street SUPerior TAL: tive. C. C. Tucker, formerly with | Bgsiidiag BN 7a a SERV 
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Roundup of Advertising Promotions in the Test Stage 


a 


Armour Tests 
Defense Stamp 
Offer in Drive 


Chicago, Oct. 16.—Using a 
offer of U. S. defense stamps as a 
stimulant to sales of its Vegetole 


ortening, Armour & Co. has just 
completed a test of the idea in 
Memphis newspapers which has 
proved so successful that it will be 
continued through the southern 
sales area. 


The program calls for two inser- 


tions, the initial one of 1,000 lines 
in two colors, followed by a 600-line 
black and white advertisement. The 
first copy plays up the premium 
offer with bold black type announc- 
ing “Free! U. S. Defense Stamps.” 
A picture of Uncle Sam rolling up 


his sleeves carries out the patriotic 
motive. 


{@) ccccnccenccceee 


Oe & OFFENSE Stam 


So attractive was the 
the 
distribution in Memphis with both 
independent outlets and chains co- 
operating. The assistance of the 
postmaster was enlisted in the drive 
well a bank which placed 
posters in its windows. 

Special factory 


offer 


as as 


free | 


in Chattanooga, beginning tomor- 
row, and in Atlanta Oct. 23. This 
will be followed in Savannah, Ma- 
con and several smaller Georgia 
cities. The program will be con- 
tinued in the South as long as re- 
turns seem to justify it. 


TEST HI-V VITAMINS 
IN THREE MARKETS 
New York, Oct. 15.—With distri- 


| bution of its new, low-priced vita- 


| York State, New England and Phil- 


| president. 


| will be used in each area. 


| 
| 


| high quality of the formula and low 
| price. 


| Each 


USES COLOR PAGE 


min capsule established in Wool- 
worth stores in Jamaica, L. I., Utica 
and Harrisburg, Hi-V Vitamin Cor- 
poration today announced that 
newspapers and spot radio would 
be used for a test campaign in the 
three markets. The account is 
handed by Applied Merchandising, | 
Inc., an affiliate of the Hi-V com- 


pany. 
Promotion of the new _ product, | 
which is priced at 25 cents for a 


box of 16, and 50 cents for 36 cap- 
sules, will be extended to all of New 


adelphia during the next 30 days, 
according to S. M. Goldman, Hi-V 
Newspapers, radio, point 
of sale displays and demonstrators 
Distribu- 
tion will be confined to syndicate 
stores, but chains other than Wool- 
worth will be included. 

Hailing “Vitamins for Everyone 
at a Price Everyone Can Afford,” 
Hi-V advertising will stress the 
One capsule per day is 
recommended as the normal intake. 
is said to contain Vitamins 
A, B-1, C and D. 


FOR VEEDOL MOTOR OIL | 
New York, Oct. 14.—Using new | 


|copy which emphasizes the impor- 


that | 
company attained 95 per cent 


representatives | 


and regular salesmen first line up| 


the dealers, carrying defense stamps 


with them to save the dealer the 
trouble of getting them himself. 
Many of the stores already were 


defense stamp distributors so that 
the premium offer entailed no addi- 
tional effort. 

The campaign is being duplicated 


/ 
CHICAGO'S 


KNICKERBOCKER 


One of America’s very finest 
hotels, providing the quiet 
and comfort advertising 
executives demand. Adja- 
cent to the Palmolive Build- 
ing and “Advertising Row”, 
the Knickerbocker offers 
convenience and accom- 
modations of distinction. 


ALLAN G. HURST, Menager 


(Wee 


tance of “making your present car 
last longer,” Tide Water Associated | 
Oil Company this week used a one- 
time test shot in the Eastern run 
of The American Weekly for Veedol 
motor oil. This marks the 
appearance of Tide Water 


first | 
in this 


THIS WAY TO LONGER CAR LIFE 


|. Change now toe VEEDOL Motor Oi} 
2. Get VEEDOL Safety Check Lubrication 
every 000 miles 


in i 2 
“ag 3 
4 i aw 
hy, . ’ 


MAKE YOU CAR (AS? APOE SEE VOU VEEP PEALE® EAM 


medium, though the Associated 
division of the company on the West 


Coast has used the magazine on 
various occasions. 
Captioned “This way to longer 


car life,” the color page points out} 
the economy of proper lubrication 
and urges a check-up every thou- 
sand miles by a Veedol dealer. Re- 
prints of the ad will be distributed 
to dealers for pasting in windows. 
Reaction of both motorists and 
dealers to the insertion will be 
studied with a view to developing 
the one-time shot into a schedule. 
Lennen & Mitchell is the agency. 


OLD GOLD TRIES OUT 
CARTOON-STYLE COPY 

New York, Oct. 14.—A test of 
cartoon-style copy tied up with the 


familiar Old Gold cigaret theme, 
“Something new has been added,” 
has been launched in newspapers 


here and in Rochester by P. Loril- 

lard Company. 
Stemming 

“Learn 


the 
new!” 


from 
something 


caption, 
cartoons 


| GIBBONS KNOWS CANADA | 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


| “Cleopatra, 


| Indians, 


CLEO LEADS TEST 


CLEOPATRA = & PENNILESS 7 i 
OUTCAST, SMUGGLED HERSELF 4 @a¥ 
INTO CAESAR'S PALACE ROLLED ) 
UP IN A RUG - GAMBLING ON 

HER CHARMS TO CONQUER 
IS HEART AND THRONE! 


(S THE SEED OF THE LATAKIA 
TOBACCO ADDED TO OLD GOLD'S 
NEW BLEND- TOBACCO Twice 
AS COSTLY AS DOMESTIC Lear! 


a> AN ANCIENT AMERICAN AAT 

IS THE WOODEN INDIAN THAT MARKED 
EARLY TOBACCO SHOPS. REPRESENTING © 

THE BEST OF CONTEMPORARY SCULPTURE, + 


oye 
4, 


1 - MANY ARE NOW PRICELESS 
MASTERPIECES 


SO PRECIOUS was THE 
TOBACCO THEY GREW, NATIVES OF 
EN LATAKIA USED TO HIDE IT IN THEIR 
CHIMNEYS. TODAY, AMPLE SUPPLIES 
OF LATAKIA- AGING IN AMERICA— 
ASSURE YOU OF ITS FINER FLAVOR 
IN NEW OLD GOLDS FOR YEARS 


DELICATE, FINE LEAVES OF 
LATAKIA TOBACCO, EXCEPTIONALLY ’ 
FRAGRANT GIVE YOU NEW DELIGHTFUL 
FLAVOR IN NEW OLD GOLDS. 

TRY THEM! 


P. Lorillard Company ties cartoons in 

with a familiar Old Gold theme in this 

300-line copy being tested in New York 
and Rochester newspapers. 


; 
are used to depict various historical | 
incidents and illustrate bits of in- 


| formation setting forth the value of | 


Latakia tobacco, the “something 
new” that has been added to Old 
Gold tobacco. 

The first insertion led off with} 
a penniless outcast, | 
smuggled herself into Caesar's pal- | 
ace rolled up in a rug—gambling on 
her charms to conquer his heart} 
and throne.” Other drawings de- | 
pict the Latakia tobacco as “worth | 
its weight in gold” and a native of 
Latakia hiding the “precious” to- 
bacco in his chimney, interspersed 
with an illustration of the wooden 
of the type that marked 
early tobacco shops, described 
examples of “ancient American art” 
that are now “priceless master- 
pieces.” 

Insertions of 300 lines will con- 
tinue on a weekly basis in the New 
York Mirror and Rochester Times- 
Union. J. Walter Thompson Com- 
pany is the agency. 


Issues Broadside 


“Christmas as Usual” has been 
released by the Crowell - Collier 
Publishing Company, New York, 
featuring the Christmas advertising 
advantages of American Magazine 
and Collier’s. One of the features 
of the 1941 issue the tie-up 
between Western Union and the 
publishing company which allows 
advertisers to list up to 5,000 dealers 


| 


as 


1S 


with the telegraph company and 
include the phrase “Call Western | 
Union for name of your local 


dealer” in the ads 


John M. Sweeney Company, Bos- 
ton publishers’ representative, has 
added seven Massachusetts news- | 
papers, Brockton Union, Brookline 
Chronicle, Harwich Independent, 
Arlington Advocate, Methuen 
Transcript, and Watertown Sun. 


Gets Alkine Account 

Alkine Company, New Bruns- 
wick, N. J., has appointed Redfield- 
Johnstone, New York, to direct its 
advertising. 
Gets Industrial Timer 

Industrial Timer Corporation, 
Newark, has named Frank Best & | 
Co., New York, to direct its adver- 
tising, using business and technical | 


) papers. 


| four 


| representation. 


Dinner Tans Hides 
of Advertising Men 


Chicago, Oct. 16.— The tannery, 


|}Of which Jack O’Kieffe is chairman, 


sometimes known the Gridiron 
Dinner Production Committee, put 
on a night shift at the Hotel Stevens 
here last night to handle a rush of 


as 


|hides of prominent Chicago adver- 


tising personalities. Never, or 
least hardly ever, has the rate of 
production in the eradication of 
smugness, a word used in the open- 


at 


_ing chorus, ever reached so fast a 


pace as it did in this Gridiron din- 


ner’s 20. skits, the direction of 
which was in charge of George 
Speyer. 

Unfettered by the presence of 


| women guests, the production com- 


mittee took full advantage of all 
freedoms in addition to a 
couple others not listed in the inter- 
national situation. The skits ranged 


throughout the Chicago advertising 


|} scene, sometimes resorting to music 
to achieve objectives, the Maple City | 


Four being particularly effective in 
the field of close harmony. 

In view of the fact that this city 
is congested with meetings of vari- 
ous national advertising groups, the 
audience, which gustily manifested 
its appreciation, attained a national 
Net proceeds of the 


}event, which cost roasters and 
| roastees alike $10 per head, will go 
|to the advertising internship fund 


of Northwestern University. Dinner 


also was served to the 1,000 men 
who attended 
Howell Heads Office 

R. E. Howell, for the past five 
vears in the Chicago office of the 


New York Mirror, has been named 
Chicago manager. He succeeds H. 
Glen Clarke. 


Gets Fertilizer Account 
Glaser-Gottschaldt, Boston, has 
been appointed to direct the adver- 
tising of Consolidated 
Company, Boston fertilizer 
facturer. Allan C. 
account executive. 


manu- 
Gottschaldt 


Rendering | 


» i 
1S | 


. Chicago Gridiron Shirley Temple 


to Go on Air 
for Elgin Watch 


New York, Oct. 15.—Shirley 
Temple will make her bow as a 
commercial radio artist Dec. 5 when 
Elgin National Watch Company 
presents her as the star of a four- 
program For her efforts in 
behalf of Elgin watches as Christ- 
mas gifts, Shirley will be paid 
$50,000. 

The Elgin program will take over 
the half-hour spot vacated by 
Lever Bros. Company's Lifebuoy 
program, featuring Louella Par- 
sons, which will return to the air 
Jan. 2. Shirley will be heard Friday 
at 10 p. m. EST over 71 stations of 
the Columbia Broadcasting System. 
William Esty & Co., which handles 
the Lifebuoy account, is in charge 
of the Elgin series. J. Walter 
Thompson continues as the regular 
agency. 


series. 


Appoints K. S. Johnson 


K. S. Johnson has been appointed 
advertising manager of Red Jacket 
Mfg. Company, Davenport, Ia. 


* 


pores’ 


"4 stat papers for 4 pur- 
poses!" The most unique 
and comprehensive pho- 
tostat service ever offered 
.. yet costs you no more. 


Call RCS today for de- 


tails no obligation. 
D 
onic? cLEN EL ” 
ew vor? 


RAPID COPY SERVICE CO. 


Sales Management's 


Retail Zone 440,770. 


$93,336,464 Wore 


SPENDABLE 


INCOME <.. \ 
Unheresaten “Maso e 


charts 
$23,336,464 gain in Worcester’s effec- 
tive BUYING income for the 12 months 
ending Nov. 30, 1941 as against the 
12-month period ending Nov. 30, 1940. 


; 


b. 


—_ 


we 
th 
z a 
show a 


The steady upswing in Worcester’s prosperity is 
measured by Worcester’s steadily advancing rating 
on S. M.'s list of ““High-Spot Cities’, For August — 
122. For September — 128. For October — 132. 


The Telegram-Gazette blankets this rich industrial 
market with a circulation in excess of 128,000 
daily. Population: Worcester 193,694. City and 
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Lists Fall Media 

Hammond Instrument Company, 
Chicago, is currently releasing its 
insertions for its Hammond organ 
in leading homemaking  publica- 
tions. The Solovox, latest addition 
to the line, will be advertised in 
music magazines and in two-color 
half-pages in The Saturday Evening 
Post. November and December 
media for its Novachord will include 
Broadcasting and The New Yorker. 


Reeves to Mutual Life 

Clifford B. Reeves, vice-president 
of Doremus & Co., New York, will 
resign Nov. 1 to join Mutual Life 
Insurance Company of New York 
as assistant to the president. 


Mason-Webster Moves 


Mason-Webster, Inc., Minneapolis, 


has moved from the Metropolitan 
Bank bldg. to the WCCO bldg. 


Rudolph E. Damm has joined WCCO 
in charge of copy and production. 


Trade Advertising 
Up 20% in 1941, 
Brad-Vern Reports 


New York, Oct. 15.—Advertising | 


directed to business and industry 
during the first half of 1941 showed 
a gain of approximately 20 per 
cent over the comparable period of 
1940, it was indicated recently when 
the second edition of Brad-Vern’s 
reports came off the press. The 
compilation encompasses more than 
'25,000 advertising schedules and 
shows the number of pages used in 
'419 publications. The first edition, 
| issued last year, covered 230 publi- 
cations and 15,000 accounts. 

The periodicals represented in the 
compilation include not only busi- 
|ness papers in a wide variety of 
| fields, but also such publications as 
| Business Week, Forbes, Fortune, 


Nation’s Business, Newsweek, Time 
and the Wall Street Journal. Last 
year 689 copies of the report were 
sold at $12.50 each and it is ex- 
pected that the current sale will 
/run to 1,000 copies. 

The Brad-Vern reports show the 
number of pages used by adver- 
tisers in the 419 publications cov- 
ered, with a quarterly breakdown 
starting with January, 1940, 
continuing through June, 
Total figures for 1939 are also in- 
cluded, based on the publications 
included in the 1940 report. 

Headquarters of the Brad-Vern 
Company are at 135-21 Union 
Turnpike, Flushing, N. Y. 


Joins Addison Vars 

Paul Brill, formerly with Fuller 
|'& Smith & Ross in New York, has 
joined the Addison Vars, Inc., 
Buffalo, in an executive capacity. 


uncle.. 


hollere 


e 


ee, our protests—a WBT advertiser bought spot announce- 


ments at a time of day which wasn’t suitable for his particular product. His 


offer of free samples garnered hardly more than 20 replies per announcement. 


The client finally hollered uncle and gave us our own way. We ran his 


announcement-offer at “our’’ time —and the very first one pulled 1,273 replies! 


You can’t live on intimate terms with a vast radio family for 20 years without 


knowing exactly what kind of radio fare it wants and when it wants it. So when 


a client comes along and asks for a time of day to sell his product, W BT makes 


suggestions. Suggestions aimed to get the best results possible from every radio 


advertising dollar spent here. 


W BT's familiarity with the likes and dislikes of its audience is one of many 


strong reasons why WBT boasts a selling record few other stations can equal. 


WBT> 50.000 warts + cHARLOTTE 


“THE STATION AN AUDIENCE BUILT” 


Owned and operated by Columbia Broadcasting System. Represented by Radio £88 


Sales: New York, Chicago, Detroit, St. Louis, Los Angeles, San Francisco 


and | 
1941. | 


Rowe Asks Defense 


—_ = ae 


Business; $35 Ad 


| executives 


acknowledgment received fron 
company awarding the big ince, 
diary bomb contract was thi 
mark by the latter’s sales manager 


Fund Turns Trick 


(Continued from Page 1) 


sion that the only hope for avoiding 
the spectre of priority unemploy- 
ment was to seek defense sub-con- 
tracts. 


sub-contract has been received 
work totaling $23,000 as well ; 
third order of about $1,000. 


we would like to leave with 


order awarded to prime contract 


In addition to this job, ano: 


An interesting sidelight on the 


“There is just one thought that 


U 
and that is that we hope when yoy 
|settle down to normal busines. we 
may have the pleasure of quoting 


It was at this juncture that) YOU 0m any materials that you have 
Arthur Nack, Rowe’s advertising|‘ OU" line. 
manager, came into the picture.| | Ve realize more than ever when 
Viewing the problem as a merchan- this emergency program Is Over we 
dising job, he mapped a modest test | 27 80!78 to need all the friend. we 
campaign—which turned out to be| C4" make and feel that now is the 


a success story far beyond anything 
he dreamed. 


Calls on NIAA Members 


Mr. Nack wrote a sales letter, a 
straight-from-the-shoulder appeal 


my heart good to see a sn 
manufacturer with gumption en 


time to make them.” 


An advertising agency executive 


wrote Mr. Nack: 


“I want to tell you that it does 


packed with human interest. His|t® 8° out after sub-contract: on 
list was the membership of the New| Your own hook, instead of ing 
York and New Jersey chapters of | Comtent to sit around and ‘view the 
the National Industrial Advertisers | Situation with alarm. 

Association, of which he is a mem-| The advertising manager of a 
ber. His theme was simple: a re-|COMPany that does not handle de- 
quest that his fellow advertising | fense contracts offered _ similarly 


managers pass along the informa- | Slowing praise, declaring: 


tion that Rowe was equipped to} 


“Your trying to get this type of 


handle sub-contracts to the proper | >USiness by a mail campaign is cer- 


in their respective 
ganizations. 
“As one NIAA 


member to an-| 


other,” his letter began, “I’m writ-|0rders from it; in fact, I am 


ing to ask your help in licking a 


| problem. 


market,’ 


“Despite today’s so-called ‘seller’s 
I’m hunting for business 
DEFENSE BUSINESS. 
“To get it, I’m going to fall back 
on some of those good, old-fashioned 
theories of salesmanship which 


| were in vogue way back when copy 


| the 
|only when told to the right man. 


| need 
| fellow 


was conceived to cull inquiries. At 
that time (as even we advertising 
men know), the best sales story for 
best product brought results 


“Now my job is to pull a Diogenes | 
and find that man—and to do it, I 
your help. Specifically, the 

I’m looking for is the man 
in your company who allocates sub- 
contracts for the defense work your 
firm is doing as a prime contractor. 

“That man can use our manufac- 
turing facilities to the advantage of 
your company as well as mine; he 
is as much interested in meeting us 


|as we are in meeting him, and any 


act that brings us together is a defi- 
nite contribution to our country’s 
defense. 

“What I want you to do—as a 
favor I hope to reciprocate—is to 
place on his desk, or forward to 
him, the enclosed story of my com- 
pany’s manufacturing facilities for 
defense. Maybe your man. will! 
throw it in the waste basket, but! 
more likely he’ll say, ‘Bless you— 
and the NIAA-——-what would we do 


wo 


without you! | 


Equipment Shown | 


The letter itself was processed | 
with a personalized fill-in, and the 
accompanying data sheet was multi- 
graphed. Included also, were sev- 
eral printed pieces showing equip- 
ment manufactured by Rowe. 

The NIAA list consisted of 180 
names, not all of which, it should) 
be pointed out, were real prospects, 
since some companies handle no 
defense work and the list included 
several advertising agencies. Never- 
theless, up to this writing 26 replies 
have been received—22 by mail and | 
four by telephone. Most were rou- 
tine acknowledgments, indicating! 
that the company had no sub-con- 
tracting available or promising to 
pass the message along to the proper | 
person; others took occasion to 
praise Mr. Nack for his initiative 
and resourcefulness; and still others 
offered a possibility for business. | 

Most glowing result of all is a’ 
contract now in the process of nego- | 
tiation, which will probably keep | 
the Rowe plant occupied with two 
shifts during 1942 stamping and_| 
assembling parts to be used in| 
making incendiary bombs. It is' 
Rowe's hope that a third shift will 
be maintained on its regular ma- 
chine production. The defense sub- | 
contract will run to at least $1,000,- | 


or-| tainly an original idea, and s| 


jropolitan newspapers 


000 and is part of a 400,000,000-unit | 


WS 
|lots of initiative. The letter itself 
is ‘tops.’ I hope you get a lot of 
ure 
it will do the trick. It cannot fai] 
to develop the vital leads you 
want.” 
Still another acknowledgment 
from an advertising agency prom- 
ised that the letter would be 


brought to the attention of clients 
Several leads were also suggested 
as companies needing sub-contract- 
ing help. 


Spiegel Guarantees 


| 1941 Catalog Prices 


Current listed prices in the cata- 
log of Spiegel, Inc., Chicago, have 
been guaranteed by the board of 
directors for the remainder of the 
year although the catalog carried a 
hedge clause allowing for the addi- 
tion of possible federal excise taxes 
and other contingencies. 

Both Montgomery Ward & Co. 
and Sears, Roebuck & Co. have 
taken advantage of hedge clauses 
in their books to raise prices on 
items to which excise taxes apply 
or where prices have risen because 
the products contain 
metals. 


Three Clubs Join AFA 

The advertising clubs of Wichita 
Kan., and Hartford, Conn., and the 
women’s advertising club of Grand 
Rapids, Mich., have become affili- 
ated with the Advertising Federa- 
tion of America. 


essential 


| Names Deutsch & Shea 


Mohawk Coach Lines, New York 
servicing the Eastern seaboard, has 
appointed Deutsch & Shea, New 
York, to direct a campaign in met- 
and maga- 
zines. 


—— 


SPOT BROADCASTING 
permits spot budgeting 


to fit each market's volume! 


attention for 
PROBLEM SPOTS 


| 
| 


JOHN)! 
—=\ & COMPANY 
NATIONAL $/41/ON 
REPRESENTATIVES 
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HUNTER JOINS FILM PARTY 
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PROPHETIC 


PUSHES VITAMINS 


VI-DELTA 


VITAMINS 


Reed & Barton is using this dealer dis- 

play to promote the idea of certain sil- 

ver patterns for certain types. The unit 

was designed and built by Kay Displays, 
Inc., New York. 


Featuring the entire Vi-Delta vitamin 
line, this new window display created 
and produced by Hussey-Woodward, Inc., 
New York, for Lederle Laboratories, is 


AT INLAND MEET 
— : . — now being used nationally in the drug 
ae : et a aad trade. 


SYLVANIA 


AT ABC PARLEY 


RAGIO TUBES” 


i. Se 


a 


When Rosemary La Planche was crowned 
Miss America 1941 at the Atlantic City 
beauty pageant, it reminded the adver- 
tising department of the Hygrade 
Sylvania Corp. that it had picked Rose- 
mary, then Miss California, a year ago 
to be the 1941 Sylvania radio tube girl 
for this window display. That line, and chairman of the newsprint commit- 
"You'll cheer too,’ seemed to be a tee, Inland Daily Press Association, at 
prophetic announcement, in view of later left, and Frank D. Throop, publisher, 
developments. Star, Lincoln, Neb. 


E. P. Adler, publisher, Times, Davenport, 
la., president, Lee Newspaper Syndicate, 


Talking it over at the Audit Bureau of 
Circulations meetings in Chicago last 
week were (left to right) F. L. Britton 
Spectator, Hamilton, Ont.; H. H. Rim- 
mer, Canadian General Electric Co., 
Toronto; and G. V. Laughton, MacLean 
Publishing Co., Toronto. 


Actor George Raft, (back to cameraman) draws smiles with his story, from (left 

to right) Columnist Dorothy Kilgallen; Paul Hunter, publisher of Screenland and 

Silver Screen; and Actress Betty Grable at 20th Century-Fox's recent party at the 

Ritz Carlton, New York, celebrating the inaugural of the movie "A Yank in the 
nA 


ABC PUBLISHERS, AGENCY EXECUTIVES CONFER 


AIR-MINDED CAPS THE CLIMAX 


E. P. Kavanaugh and W. F. Schmick of 


the Baltimore Sun pose for the camera- 


Silliman Evans (left), publisher of Chi- 

cago’s forthcoming morning newspaper, 

and Marshall Field III, owner, smile with 

apparent confidence over the venture 

as they arrive at LaGuardia field from 

Chicago. (Photo by American Airlines, 
Inc.) 


BEGINS DRIVE 


. she insists that all my 
~s a outer- garments be 
\ : “WEATHER SEALED” 
| ‘9 . / By Impregnole. it 


costs no more. 


Mth for this tabet f 


when you buy chil- 
fren's, men’s or 
omen 


‘trie aboratery rs 
pero, ue 
Y 
aN 


ImpreEnote Corp, 580 Filth Ave, NY. 


) 1. 

eS “Pregnole Corporation, New York, is 
— ; 9 COnsumer magazine copy for the 
— "st time 


to promote its water-repellent 
Process. (Story on Page 26) 


When the maker of Sparkletts and 
Sparketa beverages announced over its 
early morning radio program at KHJ, 
Los Angeles, that all youngsters show- 
ing up at the Ocean Park Pier amuse- 
ment zones with bottle caps would be 
entitled to free rides there resulted this 
deluge of 270,000 bottle caps which 
were good for 55,000 free rides. Cou- 
pons, obtainable at grocery stores, were 
printed to accompany the bottle caps 
from the beverages. 


BEST SELLER? 


Leather Vita Company, Madison, Conn.., 

will use this kit, cleverly masquerading 

as a book entitled, "The Care and Feed- 

ing of Books,’ to merchandise its ma- 

terials for the purpose indicated. Yankee 

Writing Service, Guilford, Conn., is the 
agency. 


This foursome at the ABC meeting in Chicago last week includes (left to right) men. 
E. R. Hatton, Detroit Free Press; Frank Newell, Toledo Blade; B. C. Duffy, 
Batten, Barton, Durstine & Osborn; and Dan Nicoll, Paul Block Newspapers. 


ment Corp., Chicago; and Ralph Neusitz, Parade Magazine. 


es pia be 


is <eD 


In this group are H. M. Pierce, Addressograph-Multigraph Corp.; Jack Foy, 
Toronto, Saturday Night; A. W. Bauer, president, Hi-Speed Addressing Equip- 


AT NAEA MEET 


S64 


' 
7 i ws 


Current problems come in for the atten- 

tion of J. H. Sawyer, Jr., Sawyer-Fergu- 

son-Walker Co., Chicago, and Chesser 

M. Campbell, Chicago Tribune, at a 

newspaper ad execs’ session in Chicago 
last week. 


NEWSPAPER AD EXECS TAKE TIME OUT TO DINE 


a q oe 
__ 


i 


There was plenty of time for dining, as well as extensive speech-making, at the Chicago NAEA meeting last week—as wit- 

ness this head table (left to right}: Don Patterson, Scripps-Howard Newspapers; William Ellyson, Jr., Richmond News 

Leader and Times Dispatch; S. E. Thomason, Chicago Times; William Benton, vice-president, University of Chicago, and 

formerly of Benton & Bowles, Inc.. New York; C. E. Phillips, Rockford Star and Register-Republic; William Wallace, Toronto 
Star; William Moore, Detroit News; and H. W. McClasky, Louisville Courier-Journal and Times. 
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WE HAIL: 


THESE 22 ADVERTISERS WHO HAVE STARTED NEW CAMPAIGNS 
ON THE BLUE AFTER A CAREFUL SiUDY OF ALL COMPETITION 


“American Melody Hour” 
Bendix Aviation Corporation “The Treasury Hour" 
Bristol-Myers (Sal Hepatica) “Dinah Shore & Orchestra” 
Brown & Williamson Tobacco Corp.(Target) “Renfro Valley” 
Canada Dry Ginger Ale, Inc.(Spur) “Michael & Kitty’’ 
(ark Candy ; “Service With a Smile” 
Mennen Company “Capt. Flagg & Sgt. Quirt” 
Miles Laboratories (Alka-Seltzer) “Lum & Abner" 
Pillsbury Flour “Musical Millwheel" 
Pacquins, Ine. (Cosmetics) “Speaking of Glamour" 
Pan-American Coffee Bureau 
Mrs. Roosevelt—*'Over our Coffee Cups” 
Reynolds Tobacco Co. (Camel) Penthouse Party” 
Serutan “Pearson & Allen" 
Dr. Earl E. Sloan (Liniment) “Ganghusters” 
Standard Brands, Inc. (Fleishmann’'s Foil Yeast) 
“IT Love a Mystery” 
“Auction Quiz” 
“March of Time” 


Bayer Aspirin . 


Standard Oil of Indiana 
Time, Ine. 
Trimount Clothes Company 
“William Hillman—Raymond Clapper" 
Texas Company ** Metropolitan Opera” 
R. L. Watkins (Dr. Lyon's Tooth Powder) 
‘Monday Merry-Go-Round” 
Weekly Publications, Inc. (Newsweek) 
‘Ahead of the Headlines" 


Wheeling Steel Corp ‘Wheeling Steelmakers” 


WE CHERISH: 


THESE 19 CAMPAIGNS CONTINUING UNDER CURRENT 
CONTRACT AND SHALL BEND EVERY EFFORT TO KEEP 
THEIR SPONSORS HAPPY ON THE BLUE 


Anacin Company “Just Plain Bill” 
Anacin Company **Kasy Aces” 
American Tobacco Co. (Pacific Coast) “Information Please” 
Boyle, A. 8., Co. “John's Other Wife” 
Cal-Aspirin Corp “Amanda of Honeymoon Hill” 
Carter Products “Inner Sanctum Mysteries" 
Cummer Products (Energine) “Manhattan at Midnight" 
Ironized Yeast Co., Ine “Good Will Hour" 


Jergens, Andrew, Co. (Jergens Lotion) “Walter Winchell” 
Jergens, Andrew, Co. (Woodbury Soap) “Parker Family" 
Kolynos Company “Mr. Keen, Tracer of Lost Persons” 


Miles Laboratories (Alka-Seltzer) “Quiz Kids" 
Neighbors of Woodcraft “Grandpappy and His Pals” 
Phillips. Charles H., Co. (Haley's M-O) 
“Amanda of Honeymoon Hill” 
Sun Oil Company “Lowell Thomas" 
Swift & Co “Breakfast Club” 
Watkins, R. L., (Dr. Lyon's Tooth Powder) 
“Orphans of Divorce” 
Williamson Candy Co.(Oh Henry Bars)*‘Famous Jury Trials” 
Wyeth Chemical Co. (Freezone) “John's Other Wife” 


22 New Campaigns Start on 
the Blue Network of NBC 


19 CONTINUE—6 RENEW—AS ADVERTISERS SEEK TO LOWER 
THEIR DISTRIBUTION COSTS! 


..-and here’s how the Blue lowers your 
cost of Distribution! 


STRATEGIC STATION LOCATIONS. 
Blue Network stations are located in 
the ‘‘Money Markets” where the 
buying power is heaviest. The Blue 
is designed to cover markets, not just 
areas, fo provide sales where selling 1s 
most profitable. 


JUDICIOUS USE OF POWER. The Blue 
has high power stations only where 
power is needed. Elsewhere it con- 


serves its power and your budget. 


UNIQUE SYSTEM OF DISCOUNTS. 
The famous ‘‘Blue Plate’’ system of 
discounts encourages the use of the 
entire network. As you expand your 
list of stations you receive savings up 
to 20% of your total time cost, thus 
helping your talent budget. 


MODEST TALENT EXPENDITURES. 
Radio’s finest sustaining schedules 


of news, sports and public service 


WE WELCOME: 


THESE 6 RENEWALS FROM 
ADVERTISERS, FOR WE HAVE 
LONG BELIEVED THAT A 
RENEWAL IS AS SINCERE A 
TRIBUTE AS A NEW CONTRACT 


Adam Hats “Boring Bouts” 
Modern Food Process 


Scrapple Oliv Santoro 
Modern Food Process Thrivo 
Dog Food Voylan Sisters” 
Ralston-Purina Co. (Cereals 


Tom Mix Straight Shooters” 
Welch Grape Juice Co 
Dea John’ 
Williams, J. B., Co 


“True or False’ 


. 
features, develops steady listening to 
the Blue. The result—-Blue evening 
commercial programs have a C.A.B, 
average of 1()—yet their average talent 
expenditure 1s 44% less per quarter 
hour than their major network compett- 

. , — 
tion. And this fall’s lively new spon- | 
sored shows mean sti// higher C.A.B. ‘ 
ratings on the Blue! VE 

a 
10) 
+ 7 ° 
These four factors explain why the 

Blue Network of NBC costs from ve 
11% to 30% less per thousand listeners— . 
a fact that is being recognized more 
and more often by thoughtful adver- 
tisers today. Why not follow the ex- 2 

- ; th 
ample of the successful clients listed ve 
on 
here, and buy Blue to lower your cost 
of distribution? 
' 
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WE REGRET: 
The contract-exptrations of these 
10 advertisers and hope that, as 
in many previous cases, they will ” 
return in the future $ 
Axton-l isher Pobacco Corp 
American Chicle Compans = 
Clapp, Harold, Ine es 
Colgate-Palmolive-Peet d l 
Emerson Drug Company 
Lance Ine 
Land o' Lakes Creameries 
Lever Bros 
Pacific Coast Borax 7 
Pepsi-Cola Ap 
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